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@.Do you want to get hold of a 
line of portable lamps that will 
really sell? That will be within 
the reach of your customers ? 
@ We call your attention to the 
lamp illustrated above. A num- 
ber of Central Stations are selling 
this portable for $10. There’s 
a small profit for you even at 
that price. Thelamp, however, 
will sell readily for $12 or $14. 
@You want our catalogue. It 
will show you a wide assort- 
ment of handsome art portables 
that your customers can aftord 
to buy. Our lamps and our 
prices will interest you. 











The 
Goodwin & Kintz 
Company 
WINSTED, CONN. _ Station 1 

















We are 


not Intro- 


ducing 


this Iron! 


It has been before you some 
time. 

So has the hot weather. Have 
you taken advantage of the effect 
of the heat on the electric heating 
proposition 7 


AMERICAN 
“Steel Clad” Irons 


carry conviction to the woman, 
who is willing to give ironing by 
electricity a trial. 

They make the work of your 


solicitor easy! They never come 
back. 





American Electrical 
Heater Company 


Detroit, Michigan 
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Said a Central Station man to one 
of our representatives the other day, 
‘‘You’re a refreshing sort of a person to 
meet. You’re honest. You admit that 
there have been failures of Heating 
Systems. ’”’ 

No!! Not failures of the Systems 
but failures of some men who have 
managed Heating Systems. 

There have been failures in the 
hardware business; failures in the notion 
business; failures, if you please, in the 
electric light, power and railway business. 
But that doesn’t argue that these lines of 
business are failures—it means simply 
that some men who engaged in them 
were failures. 

Every so-called ‘‘failure’’ of Dis- 
trict Heating Systems in the past (and 
they are very few indeed compared 
to the number of successes) have been 
due to—bad management—lack of proper 
attention—wrong methods of charging 
for the service. 

The man who doesn’t want to know 
about DISTRICT STEAM HEAT- 
ING accepts the gossip about ‘‘failure’’ 
and refuses to learn the inside facts. 
Be fair and with an open mind let us 
tell you how and why after thirty-one 
years of experience, District Steam 
Heating Systems installed by us and 
given proper management, can be 
made to pay a very handsome profit.’’ 

Write today for the whole truth and 
ask to have one of our representatives 
call and show you. 








American 
District Steam 
Company 


Main Offices: Lockport, N.Y. 


Western Offices: Monadnock Bldg, Chicago, Ill. 
Factories: Lockport, N.Y.; Tonawanda, N.Y. 
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: —_l q 
: ! Announcement | 


We beg to announce to our Customers and the Trade that we have recently filed suit 
against the Lensed Electric Shade Company, of which David M. Gilbert is the manager, 
No. 99 Warren Street, New York City, for selling Reflectors infringing certain of our 
United States Letters Patent. 

Eight such suits have been won by us within the past three years, the Federal Courts 
having in each case granted us permanent injunctions against infringers. 

. On May 29th, 1907, there was granted us a permanent injunction against David M. 
if Gilbert and the Gilbert Prism Hood Company, of New York City. This permanent injunc- 
pa” tion confirmed a temporary injunction granted a short time previous by Judge Hough of the 


- 





Federal Court, whose decision read in part: “‘An examination of the defendant’s shade re- 
. veals a most palpable imitation of, absolute identity of construction with, the complainant’s 
i | patented article.”’ 


' A temporary injunction restraining the infringement of a patent will not be granted, 
i | save where the patent sued in appears to the Court to be valid and the infringement is shown 

mt to be palpable. The strength of our position is shown by the fact that such summary action 
. was taken by this Court and the justice of the Court’s action is confirmed by the permanent 
injunction granted later. 


| 
4 . On June 28th, 1906, the Circuit Court of the United States, for the Southern District 
| of New York, granted us a permanent injunction and an accounting against Stanley and 
| Patterson, Electrical Supply Dealers, of New York City, for handling reflectors infringing 
| our patents. 

Not alone is the manufacturer of an article which infringes a United States Patent 

liable for damages, but any individual or firm selling or using such an article is liable to costs 
and damages. 
Not one adverse decision bas been rendered in any suit we have ever filed against 
makers, sellers or users of globes and reflectors infringing our patents; on the other band the 
pe | Federal Courts have granted us permanent injunctions in eight separate and distinct cases 
i, within the past three years. In most cases, an accounting as well as an injunction has 
been awarded. 


Hundreds of thousands of dollars have been spent by us during the past ten years, in 
perfecting and placing in the market the Holophane line of scientifically designed Globes and 
Reflectors. The rights we have acquired by our labor and money, during this period, we 
must and will protect. 

Our action in instituting suits against infringers of our patents is taken no less for the 
protection of our customers than ourselves. Holophane Globes and Reflectors are scientific- 
ally designed, and carefully made to give absolute illuminating results. The imitations as a 
rule make no pretense of being more than “‘prism glass.’’ The discriminating buyer will ap- 
preciate our efforts to proteet him, and we wish to announce that in future as in the past any 
makers, sellers, users of Globes and Reflectors infringing our rights are liable to suit for damages. 


Golophane Glass Company, New York | 
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my The Superintendent—‘‘Sure, but for heaven’s sake, give mea 


chance to tell those fellows what to do.’’ 
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The Lesson of 1908 


What the Central Station Industry Learned from the 31st Annual 
Convention of the National Electric Light Association 


HE lesson which the electric light men learned at 
the Chicago Convention may be summed up in 
three words:—respect for commercialism. 

Six years ago, Henry L. Doherty’s prediction 
that the business of the central station would soon 
be resolved into a commercial problem, was scof- 
fed at by half the men who heard it. A year 

ago, business-getting was the prime subject of conversation when- 
ever lighting men gathered together. Then came the panic, and 
commercialism got the knife, contract departments were extermin- 
ated, advertising ceased. It is safe to say that, when the Commit- 
tee on Commercial Program of the recent Convention went to 
work, the general impression of lighting men throughout the 
country was that the new-business movement was a failure—that 
it was an extravagant, useless, non-productive leech in the side of 
the central station industry. 

But the Convention of 1908 taught us otherwise. And that 

one lesson was worth all the Convention cost. 
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ENTRAL station progress and prosperity rest upon the Commercial Man. It 

is to him that directors and stockholders must look for their profits. It is to 
him that the public and public officials now look for satisfaction. He stands midway 
between these two opposing forces which in the old days knew little of each other 
and understood less. He explains away the technicalities of central station operation 
and finance on the one hand, and shows the justice and profit of granting concessions 
and anticipating complaints on the other. He is, perforce, a diplomat, an educator, 
a prophet, and a salesman. It is he who straightens the load curve and doubles the 
profits while winning friends for the company and securing larger grants of public 
franchise. 

The Convention of 1908 taught us that the Commercial Man is more than a 
contract-chaser. It taught us that advertising is more than high priced printing and 
pretty pictures. It taught us that in that one word “ Commercialism” is included 
public policy, the rate problem, politics, and no small measure of engineering. Last, 
and best, it taught us that the commercial and the technical departments are in reality 
but parts of a whole, that they are too firmly and thoroughly intertwined for either 
one to presume superiority, that neither can accomplish its whole work without the 
assistance and co-operation of the other. ‘They are, like an engine and generator, a 


unit, and the closer they are connected, the greater their efficiency, economy and output. 





HEN the commercial program for the 1908 Convention was being arranged, it 

was suggested in many quarters that one of the papers should be, “How to get 
business in hard times.” In view of the passing panic this seemed a good idea and the 
committee in charge canvassed the subject thoroughly. Investigation was first made 
of those companies whose new business campaigns had been most in the public eye, 
with result that it was learned that almost without exception there was “nothing 
doing” —the spectacular campaigns had ceased. Then it was decided to canvass the 
conservative companies—those which had not been heard from in the flush period 
preceding the panic. Again, “nothing doing’—the conservatives had crawled even 
deeper into their shells. Then the field was harrowed thoroughly and it was found 
that only a few of the companies in the medium sized cities were active, but without 
exception, where practical campaigns were continued they met with success, even in the 
height of the panic. 





HE papers read before the National Convention proved this and they showed 


how and why. ‘They showed that spectacular, ill-considered, expensive cam- 


paigns resulted in loss—or in gains in connected load which represented a loss in net 
profit. They showed that inactivity resulted in loss. “They showed that where the 
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commercial department was organized and maintained upon a conservative basis, 
that where men of large calibre were placed in charge of these departments, there 
were gains—profits. Circus methods and stagnation are equally bad. Broad- 
gauged conservatism, tempered aggressiveness, these are the secrets of commercial 


success. 





HE central station industry would have taken more kindly to the new order of 

things if the transition from technicalities to commercialism had been more 
gradual, if the old commanders had been permitted to change base gradually and 
with dignity. As it happened, commercialism in the lighting field was of mushroom 
growth. The mails were laden with new business propaganda designed with in- 
sufficient knowledge. The trade press lumbered into line, printing all sorts of 
articles, good and bad, on the superficials of business getting. Advertising agents 
sent their representatives everywhere to exhort and persuade the bewildered lighting 
man to inaugurate a campaign.” Is it any wonder that mistakes were made, that 
money was wasted, that new business became a fad? Is it any wonder, either, that 
a large number of hard-headed, old school lighting managers and directorates were 
driven by such excesses to adopt the sternest measures of conservatism? And finally, 
when the crash came, is it any wonder that the plunger in new business ventures 
cried *‘ stung again!” and the hard heads said “I told you so?”’ 

The Convention of 1908 taught us that both the radical and the ultra-conserv- 
ative were wrong. It taught us that the future of the industry rests upon sane 


commercialism. It taught us respect for the commercial man. 





Fan Sale Hint. 


It is an accepted fact that early hot weather does more to sell fan 
motors than any amount of advertising or soliciting — but the business 
obtained can undoubtedly be increased very materially if active efforts are 
made to impress users of electric current with the convenience and relief 
which accompanies the use of fans. Possible purchasers should be urged 
to buy early in the season and thus procure the use of the fan from the 


first of the hot weather.—Emerson Monthly. 












































Commercial Progress in Wichita 


By H. ALMERT 
ENGINEER, THE EDISON LIGHT & POWER Co., WICHITA, KANSAS 


N taking up the work in 

Wichita I found a condition 

similar to that of many oth- 
er cities of this size and smaller as 
regards public utilities in which the 
old belief was “let the public come 
to us.” But the time when manag- 
ers of public utilities may sit at a 
dirty desk in a dingy corner of their 
lighting plant, and wait for the peo- 
ple who desire their service to come 
in and get it has long since gone by. 


The marketing of electric current 


is no different from the marketing 


of any other commodity; it must be 
properly displayed, advertised and 
solicited if it is to be sold in suff- 
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cient quantities and under proper 
conditions to make the property a 
paying proposition. 

Here was a city of 45,000 inhabi- 
tants with no 24-hour lighting  ser- 
vice. The plant consisted of a num- 
ber of small return tubular boilers, 
furnishing steam to reciprocating 
engine units belted to long line 
shafts, and a number of small dyna- 
mos, both A.C. and D.C. connected 
thereto. The interior, as well as the 
exterior of the plant, was in such 
condition that no self-respecting cit- 
izen would care to go near it, unless 
compelled to do so. 


The overhead distributing system 


e 
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The Wichita Edison Co. Building, Showing Outline Lighting 
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was just as bad as the generating 
plant. There were miles and miles 
of No. 10 weatherproof wire for pri- 
mary, and secondary wires as small 
as No. 14. The result was that with 
every windstorm, such as they have 
in Kansas, the number of lines re- 
ported down was something enor- 
mous, and inside of sixty days we 
had five damage cases from injuries 
received by persons coming in con- 
tact with hot wires. There was not 


town from &8& \. in one section to 
as high as 130 V. in another section, 
and frequently the two extremes in 
the same section at different times 
during the day. By the installation 
of automatic regulating apparatus 
at the station on one phase, a hand 
regulation on the other phases of 
the three phase system, together 
with recording pressure instruments 
located at centers of distribution in 
the various parts of town, condi- 
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An Attractive, Well-Filled Display Room 


a three wire secondary in the town, 
and installations even up as high as 
25 kw. were connected on 110 volt 
two wire system. 

My first care was to remodel and 
install an up-to-date power plant, 
with all units in duplicate, so as to 
give a 24-hour service at all times 
without interruption and while the 
remodelling of the station was go- 
ing on, a large crew was busy re- 
constructing the overhead system, 
and another crew bettering condi- 
tions inside of the consumers’ prem- 
ises. 

The regulation in electric pres- 
sure varied in different parts of the 


tions were soon changed; and now 
recording pressure gauges are in- 
stalled in the company’s office, 
which record accurately the pres- 
sure on secondaries in the different 
parts of the town, and are under 
the eye of a telephone operator at 
all times. If the pressure on any 
circuit goes one volt above or below 
normal, the station is immediately 
notified, and the necessary adjust- 
ment made. 

One of the first results of the im- 
proved conditions was that high ef- 
ficiency lamps of all kinds could be 
used to advantage. We established 
an illuminating engineering depart- 
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ment whose services are at the dis- 
posal of times 


without charge and have been able 


consumers at all 


to increase the usefulness of illum- 
ination in a number of cases from 
200 to 300 per cent, without any in- 
crease in current consumption. In 
one case the consumer was so de- 
lighted that he gave a formal dinner 
to the illuminating engineering de- 
partment of the company, including 
the 


gratitude for the improvement in 


writer, in order to show his 
the service in general, and in his 
own in particular. This man used 
to complain bitterly on the render- 
ing of each bill. We have never 
heard a complaint since from him, 
and frequently hear of his sounding 
our praises, which generally results 
in added business to the Company. 
[ presume it cost the Company, in 
the labor of the illuminating engi- 
neering department, something like 
$5.00 or $6.00 for the time spent. 
This consumer's bills amounted to 
from $6.00 to $8.00 per month, and 
he is now perfectly satisfied, and 
permits us to refer to him whenever 
we choose. This department costs 
us from $75.00 to $100.00 a month 
and I know of no better investment, 
as a business retainer. 

This same department takes care 
of complaints on large bills, and 
generally takes the responsibility 
off the meter and shows the con- 
sumer that the difficulty is due, not 
to the meter, but poor lamps that 
have long outlived their usefulness 
or to fixtures, improper as to design 
or location. 


Inasmuch as we supply both nat- 


ural gas and electric light and pow- 
er, there is a great deal of competi- 


tion between departments for busi- 
the past twelve 
months, due to a vigorous contract 
department, over 5,000 new consum- 
ers were connected, and some days 


ness. During 


as high as 54 meters were set. This 
obviously entails an enormous 


amount of labor. 

To keep such an army of men 
supplied with material was no small 
job, and the writer was kept busy 
from two to three hours a day or- 
dering material, tracing shipments, 
and keeping closely after the same. 
In the gas department it required 
from one and a half to two carloads 
of pipe per month for services alone, 
and in the electric department it re- 
quired from one and a half to two 
carloads of wire per month, of va- 
rious sizes, to say nothing of the 
vast quantities of pipe fittings, elec- 
tric light poles, and hardware for 
line construction. 

About three quarters of a million 
dollars have been spent in improve- 
ments during the past year, and 
when the panic came on, the writer 
felt that it was necessary to push 
still more vigorously in order not 
to create the feeling that any hard- 
ship was being experienced in this 
locality. 

Our single front, two story office 
building had been outgrown, and 
we maintained two stores in the 
next block for fitting shops and a 
storeroom material in 
three or four 
blocks away from the office, togeth- 
er with a three story building near 
the plant for workhouse, and in ad- 
dition had a large stock of meters 
and gas stoves in a public ware- 
house. 


for electric 


another building 
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The departments were getting 
better organized, and it seemed ad- 
visable to combine everything un- 
der one roof. Therefore, in spite of 
the panic, we procured our present 
commodious brick building, which 
has an 80 ft. front, and is 140 ft. 
deep and three stories high. 

In the south half of the first floor 
we installed what we believe to be 
the finest general office for a com- 
bined gas and electric company to 
be found anywhere in the United 


It is the writer’s belief that it is 
well for a public service corporation 
to meet the public as often as possi- 
ble in a social way, in order to elim- 
inate the all too common feeling 
that the Company is a cold-blooded 
proposition whose only desire is to 
meet them behind bars and coilect 
their money. For that reason, so- 
cial evenings are arranged about 
once a month, when music is pro- 
vided, light refreshments served and 
the public invited to inspect the 


goods on display. In 








General Offices Which Are Attractive to the Public 


States. All the fixtures, which were 
specially made, are of genuine ma- 
hogany, marble base and bronzed 
grillwork. The depart- 
ments were carefully laid out for 
the convenience not only of the de- 
partments themselves, but of the 
public as well and in the general of- 


various 


fice, along the walls, is maintained 
a tasty display of appliances for the 
consumption of gas and _ electric 
current. In addition to this there is 
a large room 40 x 30 ft. in the rear 
devoted entirely to appliances con- 
nected up and available for demon- 
strations. 





addition to this feature, 
once every year, or often- 
er, regular gas and elec- 
tric shows are held and 
domestic science lectures 
given in order to educate 
the public to a better 
understanding of the 
convenience and useful- 
ness of the products and 
appliances which we 
have for sale. 

During our social 
evenings, the gas fitting 
shops, which are located 
in the north end of the main floor, 
together with the electric work shop 
and meter department on the sec- 
ond floor, and the warehouse on the 
third floor, are thrown open to the 
public, so that visitors may see what 
a large quantity of stock is carried 
to safeguard the service. Being lo- 
cated far away from the manufac- 
turers, we have found it not only 
desirable but very necessary that 
we buy in carload quantities and be 
ready to deliver anything the con- 
sumer may desire the same day he 
decides to take it. 

No effort is made to make any 
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real profit on appliances sold, as it 
is the writer's belief that the quick- 
est way to get a property up to the 
maximum earning capacity, is to do 
the wiring, piping and selling of ap- 
pliances at cost, plus a very small 
margin of profit to cover handling. 
This policy seems to be advisable, 
and I do not believe that without 
having all these appliances avail- 
able for immediate installation it 
would have been possible to take on 
the number of consumers which we 
have during the past year. 

Practically all the boiler plants in 
the city of Wichita, as well as two- 
thirds of the domestic consumers, 
are now supplied with gas, and the 
contract department are now busy 
converting the steam plants into 
electric consumers. All the isolated 
electric plants in the retail district 
have been weeded out, but one, and 
while I am dictating this letter, a 
report is being drawn up showing 
the load and operating conditions 
of this last named plant, which we 
hope to shut down within the next 
sixty days. 

It may surprise you to know that 
we are negotiating with the packing 
houses here, with a view to shut- 
ting down their steam plants save 
as to what they require for hot wa- 
ter, cooking, cleaning and ice mak- 
ing. 

[ believe it is safe to say that our 
two main business streets in the re- 
tail district are the most brightly 
lighted streets in the world. A 
6 6-10 ampere constant potential al- 
ternating current arc lamp is in- 
stalled at every 25 ft. on both sides 
of each of these two streets through- 
out the entire length of the busi- 


ness section. These lamps are hung 
approximately 11% ft. above the 
sidewalk, on a line with the curb, 
and are provided with steel reflec- 
tors to throw the light down. These 
shades are put on for a double pur- 
pose: First—to light the sidewalk 
and the street better ; second—to re- 
frain from destroying the possibili- 
ties of sign and outline lighting. 
These lamps do not light the store 
windows or the front of the build- 
ings as it is my object to reserve the 
opportunity of getting from $15.00 
to $25.00 per month in outline and 
sign lighting. The lamps them- 
selves net us $4.00 per month for 
each 25 ft. store front, on a basis of 
135 hours’ burning a month, the 
schedule being from dusk to 10.15 
P. M., except Sunday nights, when 
they burn until midnight. A move- 
ment is now on foot to increase the 
burning hour to midnight every 
night. These lamps are installed 
and maintained by the Company, 
and paid for by the merchants, and 
the business nets us 5% to 6%c. per 
KW., depending on the season of 
the vear. Separate circuits are run 
from the plant, a separate three 
phase panel is installed on the 
switchboard with an _ integrating 
wattmeter, and the switching is 
done right at the station. When 
the service goes off, therefore, all 
losses cease, and the wattmeter 
measures line loss -and transformer 
losses, so that we know our net re- 
sult each and every month. 

The first business available, of 
course, was peak load business, and 


for a time the contract department 
was allowed to take on anything and 
everything that came along. The 
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result was, that while a handsome 
increase was made, most of the in- 
crease came on the peak. We have 
recently stopped efforts along that 
line, and they are now busy filling 
up the valley. 

During the months of June and 
July of last year, my plans for re- 
construction were completed, and 
we were waiting for material. This 
gave the writer sixty days to devote 
to the contract department, and the 


the 500 volt, direct current service, 
and converting everything into 
three phase alternating. Proposi- 
tions are now out for the exchange 
of 500 H.P. capacity direct current 
motors. We take in the old direct 
current motors and supply the 
consumer with the new alternat- 
ing current motor, and make the 
consumer an allowance for the ex- 
change depending on his load fac- 
tor, along the following lines: <A 











Another View of the Wichita Display Room 


result was that we contracted for as 
much business in sixty days as the 
old company had taken in in the 
twelve years previous. Namely a 
connected load of nearly 600 KW. 
new business. We _ were then 
obliged to rest on our oars until the 
station improvements were made, 
so that we could properly serve new 
business taken on, as it is my belief, 
that it is poor policy to go after 
business until you have the neces- 
sary equipment to give proper ser- 
vice. 

We are speedily doing away with 


consumer who has a load factor of 
100 per cent is made an even ex- 
change; in other words, a man who 
has a 10H.P. motor and uses the 
same twenty-four hours a day, full 
rated load, is given a new alternat- 
ing current motor for his old direct 
current motor, regardless of condi- 
tion. A man with an equipment 
which shows an operation of 75 to 
100 load factor, comes also under 
the above head. A man who has a 
load factor of 51 to 75 per cent is 
allowed 90 per cent on the exchange; 
41 to 50 per cent load factor, 80 per 
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cent on the exchange, and so on. 
While this costs us some money, 
it is worth while in order to simpli- 
fy not only our overhead distribut- 
ing system, but also our central sta- 
tion operating conditions. As we 
now generate everything from the 
alternating current machines, and 
produce our direct current through 
the medium of a synchronous mo- 


tor, belted to a direct current gener- 
ator, the saving of fixed station 
losses will more than pay for inter- 
est and depreciation on the ex- 
change proposition to the consumer. 

Altogether we feel that we have 
been making good progress and are 
still progressing, and I am very glad 
to take this opportunity of telling 
our story. 

















other successful men ? 


Turn to page 220 and consider our Dollar Idea scheme. 

Consider it from a personal standpoint. 

It is said that “Time and chance govern all things”’ and 
we all know how often the right word, the right argument at 
the crucial instant carries the day. 

Therefore, the greater the fund of Dollar Ideas which the 
Central Station Commercial Man may have at command, the 
greater will be his power to develop his present and his future. 


Are you anxious to hear about the ingenious methods of 


Does the Golden Rule apply ? 


Then consider our Dollar Idea scheme on page 220. 





































































N a certain small city in the mid- 

dle west the lighting company 

has been thrown into disrepute 
by an error in the manager’s concep- 
tion of the ethics of publicity. 

The manager is a new man on the 
ground, having been moved to his 
present station from another prop- 
erty owned by the controlling syn- 
dicate. The old manager was nev- 
er considered especially enterprising 
nor was he particularly successful 
in developing business but he was a 
thoroughly competent supefintend- 
ent and stood very well with the 
public. He left the company for 
purely personal reasons. 

When the new man took hold he 
called on the editor of the leading 
local paper, and passed a social half 
hour, and on taking his leave left a 
carefully prepared statement of his 
pedigree and distinguishing charac- 
teristics. The editor read it over 
with growing wonder, for the varied 
and long experience there set forth 
bespoke a man of at least double his 
apparent vears. There was no dis- 
position to criticise the submissal 
of a statement, for it was a matter 
in which the public was interested, 
but it was injudiciously prepared 
and the editor smiled as he put it 
through and it appeared in the next 
issue unpenciled. 

The new manager received his de- 
sired publicity but at this expense— 
he created a very bad impression on 
the leading editor in the town. 

Shortly after this the city con- 
tract expired, and the Lighting Com- 
pany under the terms of renewal 
was to replace the entire street arc 


The Results of Misguided Publicity 


equipment with a lamp of improved 
design. ‘This matter had been un- 
der discussion for some time prior 
to the change in the Company's 
management, and the former incum- 
bent had agreed to furnish a certain 
type of lamp which he claimed to be 
the best obtainable. The new man- 
ager, however, took an entirely dif- 
ferent stand in the matter, and 
branded the lamp which his prede- 
cessor had recommended as ineff- 
cient and undesirable, saying that it 
had failed to give satisfaction in a 
certain city where he had formerly 
been located. He then offered the 
city another lamp for which he 
claimed all the necessary virtues. 
These lamps were installed. 

The editor, whom we have men- 
tioned, having been a good friend of 
the former manager and knowing 
him to be a man of integrity and 
long experience in his profession, 
was very much impressed by this 
change of front and madé a little in- 
vestigation. 

He found that the claims of the 
old manager in behalf of the first 
type of arc lamp were apparently 
well founded, and there was no rec- 
ord of the failure of which the pres- 
ent manager testified. 

He did discover, however, all un- 
expectedly, that the lamps which 
had just been installed throughout 
the city as the most desirable in 
point of appearance and efficiency 
were not new lamps, but had been 
taken from another city served by 
the same syndicate, to make way for 
lamps of another design. Disguised 
and rejuvenated in new paint they 
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were now posing before his town as 
the acme of arc lamp perfection. 

Now an editor is human and, 
moreover, he is usually a public 
spirited citizen, it is therefore not 
surprising that the facts in this case 
should have come to light. 

What is the result? 

The Company is thoroughly dis- 
countenanced and the local manage 
proved personally not only a fool but a 
liar. These are both strong words, but 
eminently proper in this instance. 

Here is a man who played fool by 
making himself personally ridicu- 
lous in the eyes of the local press, 
to the end that the editor was in- 
clined to view his statements as sub- 
ject to question. 

He then took hold of the are light 
situation in such a way as to attack 
the professional reputation of his 
predecessor who had left a large cir- 


cle of friends behind him. He lost 


j 


sight of the fact that the manager 
of a lighting company must consid- 
er himself personally in the light of 
a servant of the people, and that his 
acts, his words, his methods are con- 
stantly under scrutiny and that he 
could not hope to make false state- 
ments with impunity. 

No business needs the support of 
the public more than the Central 
Station and every possible advan- 
tage should be taken to create hon- 
est publicity, but the very founda- 
tion of this publicity must be frank- 
ness and confidence. 

No man can approach the editor 
one day hat in hand, soliciting a per- 
sonal write-up and expect to stand 
lhim off on matters of importance 
with unqualified and 
statements. 


unproven 

There are two kinds of publicity 
and the one kind is as fatal as the 
other is beneficial. 





the apostle of electric heating. 


any lamp socket—price, $6.00. 





Roger Williams Offers Something Just as Good. 


Perhaps this story should be whispered in the ear, but we feel that 
the world should share the laugh with us. 

A misdirected letter was delivered the other day to Roger Williams, 
It was postmarked Akron, Ohio, and 
addressed to Roger Williams & Co., Buffalo, being written by an in- 
quiring matron who, having a certain event in anticipation, asked for an 
illustrated book on a much advertised “* Fine Form Skirt.” 

Roger wrote back, with apologies, advising the lady that whereas he 
was not a manufacturer of skirts, still he could heartily recommend his 


Nursery Milk Warmer, No. 51, with hygeia bottle, cord, and plug to fit 


Moral: The early bird, etc., etc. 



































Creating Demands for Electricity 


A Paper Read Before the 31st Annual Convention 
National Electric Light Association 


By GEORGE WILLIAMS AND FRANK B. Rag, JR. 


HE creative principle in busi- 

ness can be summed up thus: 

To make two blades of grass 
grow where zone grew before. 

Contrary to popular belief, creat- 
ive ability is not restricted to starv- 
ing, long-haired poets and painters. 
Quite as much is being done in a 
creative way by business men; and 
that erratic professor of the Univer- 
sity of Chicago who declared that 
Shakespeare had nothing on John 
D. Rockefeller as a creative genius 
was close to the truth, though un- 
fortunate in the way he stated it. 

The creative principle in business 
means seizing the opportunity, or, 
if none exists, in making one to fit 
the occasion. 

Every man present can recall in 
his own experience incidents that at 
first appeared trivial or visionary, 
which later were developed into im- 
mensity. We have all seen insignifi- 
cant business acorns, carelessly 
tossed on fertile ground, that grew 
into commercial oaks. We have all 
seen instances where an idea backed 
by persistence and courage has pro- 
duced a harvest of profit. 

We have all seen, and some of us 
have experienced, the miracle of cre- 
ation and then we have turned over 
for another nap. 

It is the purpose of this topic to 
prompt the recitation by the gentle- 
men present of such electrical ex- 
amples of created business as will 


inspire every electrical salesman to 
similar acts—to acts that will ma- 
ture to sound expansion of the in- 
dustry and the advancement of those 
who inaugurate creative policies. 
To do this we will, for the moment, 
go outside our own industry and 
cite instances of creative commer- 
cialism from the large field of busi- 
ness. These examples are excep- 
tional only because the creative 
idea is not understood. If more men 
realized their opportunities and their 
ability to create opportunities, the 
instance here cited would seem com- 
monplace. You or I or anybody 
else could duplicate any or all of 
them, anywhere. 

Examples in Other Industries: 

A small town post-office does not, 
off-hand, appear very favorable to 
the development of creative genius, 
but here is a case that shows what 
a man imbued with the right idea 
can do. 

There is a little New England city 
which has been hovering on the 
verge of becoming a first-class post- 
office for many years. Like all New 
England cities, it is cold, hard, con- 
servative. A few months ago the 
young postmaster’s assistant real- 
ized that he needed a raise of salary 
in order to get married. The only 
possible chance for him to get a raise 
was for the post-office to be ad- 
vanced into the first class—appar- 


ently a vain hope. The youth went 
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to work and by considerable judic- 
ious soliciting persuaded two or 
three firms to send out a consider- 
able amount of advertising matter 
through the mails. When this was 
not quite enough, this aggressive 
youth tucked a bunch of stamps 
under his arm like a newsboy and 
went from door to door peddling 
them. 

The little New England city now 
has a first-class post-office. 

Next, the case of a gas company 
of a large city. A couple of years 
ago, when muck-raking was epi- 
demic, the management of that com- 
pany decided to take measures of 
precaution. The normal move would 
have been to retire snugly into a 
shell and sit tight, but this manage- 
ment knew better. They decided to 
fight the devil with fire. They invit- 
ed complaints. They pulled every 
fang of the demagogue in advance. 
Under the supervision of Mr. 
George Spencer, a skilled copy-writ- 
er of a large Chicago advertising 
firm, such a strong and effective ap- 
peal was made to the public that in- 
stead of antagonism there grew up 
a feeling of distinct friendship. This, 
you may say, was nothing but 
shrewd politics. It was that and 
more. It was creative management 
—management that swayed a city 
from antagonism to friendship; that 
built up business at a time when 
others in similar situation were los- 
ing it. 

As an example of creative adver- 
tising, let us cite a collection agency 
in Pittsburg. As can be readily un- 
derstood, a collection agency offers 
very vague service. It has no mo- 
nopoly, no natural advantages, no 


trade secrets, no formula, no pat- 
ents. It simply promises to get the 
money. 

Eight years ago this agency de- 
cided to advertise with mailing 
cards—two each month. They were 
good cards, prepared with care for 
this special service. Thus far 200 of 
them—all different, all specially de- 
signed and written—have been sent 
out. Think of the persistence, the 
courage, the bulldog grit, needed to 
send to one man 200 consecutive ad- 
vertisements—two a month, twelve 
months in the year, for over eight 
years. 





But it won. Mr. George Ethridge, 
who did the work, gives these fig- 
ures: Increase the first year, 100 
per cent; second year, 50 per cent; 
third year, thirty-three and one-third 
per cent; and since that a steady 
growth of 20 per cent each year over 
the year previous. 

In the city of Scranton there is 
published a labor paper called AZines 
and Minerals. ‘This little paper, 
whose subscribers are among the 
least educated class, started a de- 
partment of questions and answers 
on more or less technical subjects 
connected with the workingman’s 
duties in the mines. Gradually these 
questions came to cover points 
brought up in the examinations that 
candidates for positions of mine in- 
spector and mine foreman must 
pass, and finally developed into a 
course of correspondence schooling 
on this subject. When it is remem- 
bered that the men who patronized 
this course of study were grimy, ill- 
paid, ignorant miners, you may im- 


agine that such a correspondence 
course did not offer a very alluring 
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vista of future wealth to the man 
who established it. Here is the an- 
swer. 

That question and answer column 
in a labor journal has grown to be- 
come an institution which last year 


took in $4,000,000; whose annual 





“Examples of Street and Sign Lighting in San Antonio, Rockford, Marion, Scranton and Dayton.”’ 


postage bill is over $100,000; whose 
receipts for the 15 years of business 
have been almost $30,000,000. 

Few men would pick the chewing- 
gum industry as a very promising 
field for creating business, but a 
certain young man had another idea. 
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The idea consisted of a sugar coat- 
The result of this idea and of 
the commercial fervor behind it was 
that $11,000,000 worth of this partic- 
The 


gum is no cheaper, but it was better, 


ing. 


ular gum was sold last year. 


and it was done up in a different 


package. It is reasonable to sup- 
pose that the man with the idea is 
getting rich on $11,000,000 of sales 


per annum. Sugar-coated ideas are 


profitable. 

What is the lesson of these exam- 
ples? 

First: If the demand for postage 


stamps can be fostered by aggres- 
sive salesmanship, the demand for 
electricity can also be created. 
Second: If a gas company in a 
large, politically-ridden city can win 
public favor in the fact of attack, by 
anticipating public sentiment and 
leading it, instead of being driven 
by it, an electric light company can 
do the same. 
Third: If a 


with no particular advantages in its 


collection agency 
service can, by sheer persistence in 
advertising, win customers, a light- 
ing company, with all the advan- 
tages on its side, can also win by ad- 
vertising. 

Fourth: Ifa labor paper depend- 
ing for its life upon ignorant, grimy 
miners can build up a four-million- 
annual income, no lighting company 
can blame its constituency for its 
meagre growth. 

Fifth: If $11,000,000 worth of 
sugar-coated chewing gum can be 
sold in a year, a little sugar-coated 
electricity should find a market. 

The basic principles of these ex- 
amples—not the actual methods, but 


the underlying principles—can all 





be applied to selling electricity. Ev- 
ery instance that has been cited may 
be duplicated in the central-station 
field. 
instances hurriedly, and merely as 


We will mention a few such 
suggestions to others. The men we 
refer to are all doubtless present; 
they will tell you the details of their 
achievements if you desire. 

Special street lighting is created 
business. Municipalities pay for the 
regular street lights. The special 
lighting is a created demand. The 
market is not new, but it is sadly 
neglected. Many managers think 
they can not get it; their towns are 
dead, their people unprogressive. 

Maquoketa, Iowa, is a village of 
about 3000 population, having a sta- 
tion of 500-kw capacity, with an or- 
ganization of two men. Maquoketa 
has four blocks of special street 
lights—4-cp. carbon lamps; they are 
burning from dusk to midnight. 

There is Springfield, Ohio, a city 
of about 30,000, where several blocks 
are specially lighted with four-glow- 
er Nernst lamps. 
most seven cents a kilowatt-hour 
and amounts roughly to $2,000 a 
year. You all know what has been 


done in St. Paul. 


The income is al- 


These instances are cited simply 
to show that a good idea can be 
adapted to practically any set of lo- 
cal conditions, or the conditions al- 
tered to permit the use of the idea. 

Electric heating is created busi- 
ness. Innumerable flat-iron cam- 
pagins have been carried to success, 
but some companies can not embark 
on such campaigns. We have one 
case in mind, the facts being vouch- 
ed for by Mr. Roger Williams. 

A certain manager, for good and 
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sufficient reasons, could not handle 
heating appliances, so went to a 
leading house-furnishing store with 
the manufacturers’ salesman. Noth- 
ing doing; the appliances looked 
nice, but 





Finally it was agreed 
that if there should be any call for 
the goods the storekeeper would 
notify the company and the com- 
pany would notify the manufacturer 
and the manufacturer would make 
a sale—maybe. As it happened, 
there was a sale made, the discount 
on which amounted to $15. Then 
the manager got busy. He told the 
storekeeper he would pay the com- 
mission in heating appliances, and 
if, after a reasonable time, the 
merchant preferred the money, all 
right. He took the goods. Today 
he is selling perhaps 50 pieces a 
month. 

Up in Minneapolis there is a so- 
licitor named Christensen. Being 
interested in horticulture, he started 
out to sell current for green-house 
lighting, to force flowers and vege- 
tables to early growth. He has been 
pounding along quite a while—has 
proved the value and economy of 
Nernst and tungsten lamps for this 
work, and will, without doubt, get 
a goodly amount of all-night light- 
ing. More important than the local 
business is this: His experiments 
have interested outside people; cer- 
tain magazines will shortly publish 
articles on the subject; certain 
green-house manufacturers are push- 
ing the game along. We all owe 
Mr. Christensen a vote of thanks, 
for he not alone planted the seed for 
business for his own company, but 
for every company. 

Instances of creating power busi- 


ness are innumerable. Mr. Carter, 
of Boston, has given us many inter- 
esting examples: One of a mattress 
renovator who was induced to in- 
stall a motor to pick hair apart, to 
remove flattened places, and one of 
a baker who took up with a pie- 
making machine, both of which 
unique applications led to a large 
business. 

Decorative lighting is created 
business. It is possible to get 15,000 
4-cp. lamps on a circuit ina yearina 
a city of 30,000; 60,000 lamps in a 
city of 100,000. The little town of 
Bellingham, Wash., ’way up on the 
northwest corner of the map, con- 
nected 10,000 lamps in a year. These 
are merely suggestions; we expect 
a good many men here to add ex- 
amples that will make these look 
cheap. 

Now, what accounts for this kind 
of success in creating business? 
Why is it not more common? At 
the risk of making ourselves unpop- 
ular, we declare that no particular 
credit attaches to the men who have 
done these things, but that those 
who have not done them—those who 
have neglected existing opportuni- 
ties or who have neglected to make 
opportunities—are open to harsh 
criticism. What are the objections 
raised against aggressive commer- 
cial plans: There are only two, and 
these crop up with such regularity 
and in such uniform phrasing that 
one can tell in advance almost the 
exact words which will be used: 
either, “That may be a fine plan in 
Kamchatka, but, vou see, the people 
in this town are different,” or, “We 
believe thoroughly in such plans as 
this, but we are not quite ready.” 
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The man who excuses himself 
with “My local conditions are differ- 
ent,” is scaring himself with a home- 
made bogey-man. He thinks his 
public is less aggressive, more pe- 
nurious. ‘To show that this is not 
true, “ninety-nine times in a hun- 
dred,” let me cite the experience of 
my collahorator, Mr. George Wil- 
liams. He has worked in many 
cities, beginning as a commission 
salesman of gas appliances. In one 
city the people were hard-headed, 
close-fisted, Holland Dutch; in an- 
other they were poor miners; in a 
southern city the negro was appar- 
ently hopeless; in a western town he 
had to deal with retired farmers; a 
northern town had reached the 
“point of saturation.” But in all 
those cities Walliams succeded. 
When they said in the northern city 
that he could not sell any more gas 
stoves except the cheapest stoves, 
he introduced $30 ranges and sold 
hundreds of them. In the South, 
where the local management gave 
up because the “nigger cooks won't 
use gas ranges,” he installed one in 
practically every residence on the 
company’s mains. The Holland 
Dutch and the miners looked alike 
to Williams. He sold them gas and 
electricity in unheard-of quantities. 


Why? Williams is no brighter than 
you or I. He is a common everyday 
hustler, of no more than ordinary 
intelligence. But he knows two 
things—that price cuts no figure as 
a general rule, and that the way to 
accomplish results is to get busy . 

The man who undertakes a sensi- 
ble commercial campaign gets what 
he goes after. If he determines to 
sell a thousand signs he sells them. 
If he goes after a thousand horse- 
power he gets it. The only failures 
are those who fuss around trying to 
sell a single small motor or an insig- 
nificant sign. Big ideas, common- 
sense, courage—these are the quali- 
fications of the creative business 
man. 

Perhaps the most common stum- 
bling-block in the way of the cre- 
ative commercial man is the attitude 
of the owners, executives and or- 
ganization of his company. To get 
your own people with you—that is 
the problem. It is easy to evolve or 
adapt the schemes, the methods; the 
market is ready, waiting; the pub- 
lic receptive; the company’s load 
curve looks like a church spire, so 


you need the business, but—your 
superiors and the heads of depart- 
ments hang back. 


Why? 
































The Union Electric Light & Power Company 





of St. Louts Belteves in Demonstrating 


New Business IpEAsS oF Mr. W. H. WIsSING 


ADVERTISING MANAGER 


all Bey Central Station with 
an office or salesroom dis- 
tant from the _ business 
center of the town or even slightly 
off the line of traffic, is heavily han- 
dicapped in the sale of electrical de- 
vices. 

“These appliances, growing rap- 
idly in variety and use, are the es- 
sence of Central Station business, 
from any angle you may please to 
consider them; but they must be 
shown—demonstrated. 

“Now and for several years to 
come, the campaign must necessar- 
ily be one of practical education. 

“Bulletins, folders and cards, care- 
fully worded, and artistically illus- 
trated, scattered broadcast, telling 
the story of the mystic force that 
has been harnessed and trained to 
serve every department of the home 
read to 
many, not unlike interesting fairy 
tales, until the progressive, wide- 


from nursery to laundry; 


awake manager of new business sets 
out to prove that they are not only 
real, but are destined to substitute, 
with many advantages, ad// of the old 
methods. 

“The energetic manager pocketed 
in some obscure corner, will move 
up town into the heart of the city, 
where his wonderful wares may be 
seen, and there demonstrate them— 
educate his customers and the pub- 
lic to understand all that electricity 
means to them—and him. If he can- 





not at once do this, a horse and wag- 
on with an intelligent man or girl, 
in a house-to-house canvass, will 
help the cause and spread the knowl- 
edge of the advantages and econ- 
omy in the use of electricity for all 
purposes. 

‘‘Demonstrate is the word. Let 
them try them. Guarantee every- 
thing you sell, and forget to attach 
a string to the guarantee.” 

Mr. Wissing believes that a dis- 
play room as an invaluable adjunct 
to the business-getting department 
of any lighting company, is beyond 
dispute, the amount of new business 
accruing from it depending on, first, 
its location; second, its stock and 
appointments; third, the salesman 
or saleswoman in charge. 

The centrally located office and 
salesroom has many advantages im- 
possible to those located outside of 
the flow of regular business, chief 
among them being sales to those 
who, having bank accounts, will 
mail their remittances rather than 
suffer the inconvenience of going 
outside of the immediate business 
or shopping section. This class may 
be relied upon at least to try—if 
they do not at once purchase—the 
things that stand for progression. 

The transient trade depends en- 
tirely on location. 

Many users of current will con- 
sent to stop in and see a practical 
demonstration, if it is within a rea- 
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sonable distance of the route to and 
from their places of business or the 
stores they frequent, and when 
these visits are made they are usual- 
ly productive. 

Too much care and attention can- 
not be given to stock and appoint- 
ment. 

Too many lighting companies 
limit their advertising to dealing out 
large doses of sage advice to mer- 
chants and tradesmen concerning their 
respective displays—the necessity 
of doing a little better than their 
neighbors—the arrangements of in- 
terior lights, window illumination, 
etc. This is all in order if, in its 
own display or salesroom the light- 
ing company demonstrates that it is 
“practicing what it preaches,” and 
shows that it believes in the efficien- 
cy of the methods which are recom- 
mended. 

The display room of an electric 
company, to be a success, must (like 
the salesroom in any other line of 
business) be complete in all particu- 
lars. It must exhibit all appurte- 
nances pertaining to electrical de- 
vices, apparatus and methods of il- 
lumination, to convince the prospec- 
tive buyer that we have full faith in 
our wares. 

An incomplete, poorly arranged 
or mussy lot of odds and ends, is an 
affront to those desiring to invest in 
high class stock. To insure against 
this condition, a careful and intelli- 
gent salesman and a well kept show- 
room are most essential; and the 
successful selling of all things elec- 
trical requires not only a good sales- 
man but one who knows the simple 
working characteristics and talking 
points of the things he is selling, and 


who will endeavor to sell them in 
plain English which will be under- 
stood by the general public. 

Some day, perhaps, everybody 
(including the salesman) will talk 
glibly and understandingly of volts, 
amperes, resistance and the com- 
ponent parts of heating elements, 
but just now they cannot and don’t 
want to, and hence, as it is not es- 
sential, the less said in a technical 
way to a layman, the better chance 
to sell him something concerning 
which he seeks to know only this: 
“What does it cost?’ What will it 
cost to operate? Will it work as 
represented? And wll you guaran- 
tee it? Those are your customers’ 
queries. 

“We have considered this matter 
of so much importance,” says Mr. 


_Wissing, “that, in order to elimi- 


nate all mystery and _ confusing 
terms, we have issued a catalogue 
of electrical devices giving the prices 
of the articles and what they will 
severally cost to operate, the cost 
of operating being based on our 
maximum rate for residential light- 
ing. Until electrical devices become 
as common as gas stoves, oil lamps 
and sewing machines, they must 
have behind them the unqualified 
guarantee of the selling agent back- 
ed by the manufacturer. 

“That our judgment in this con- 
nection is well founded is evidenced 
by the results obtained.in the hand- 
ling of all lines that we sell of this 
class. 

“We will loan or demonstrate 
anything we have from an iron to a 
vacuum cleaner or washing ma- 
chine, the length of trials being 
from 30 days, on irons, to an hour’s 
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use, at the customer's home, of such 
devices as sewing machine motors, 
in the care of one of our outside 
demonstrators. 

“We invite ladies to borrow the 
latter (free of any charge) for the 
convenience of their seamstresses, 
confident that if the matron herself 
does not buy, the seamstress may, 
and will become an active solicitor 
—without salary. 

“We go still further to show our 
unbounded faith in the practicabil- 
ity and durability of electrical appa- 
ratus. Note the guarantee clause in 
the trial contract copied below.” 


Trial Order Electric Smoothing 
Iron. 


Union Electric Light and Power Co., 
Tenth and St. Charles Streets, 
ae Louis, Mo. 

Gentlemen:— 

You may deliver to me one Electric 
Smoothing Iron of six (6) pound weight, 
which I agree to try, and if unsatisfactory to 
me, to return to you within 30 days from 
date. If I do not return it at that time, you 
may charge same to my account at Six Dol- 
lars ($6.00), which I may pay in three 
monthly installments of $2.00 each. 

Thereafter, your company is to renew, 
without charge to me, such parts of the iron 
(excepting the iron body) as may prove de- 


fective, if the iron has been used exclusively 
on your electric service. 

It is understood that if I return this 
Smoothing Iron before 30 days, and it is not 
satisfactory to me in every way, no charge 
will be made for its use, and that you will 
call for it upon notice from me. 


Name 





Address 





Taken by 





“We exhibit everything we sell 
under normal working conditions, 
if posstble. As soon as an article is 
delivered to a customer, it is follow- 
ed up by one of our girls. We take 
no chances, we make sure that the 
purchaser shall know all that may 
be learned in connection with these 
simple devices; then, if they are re- 
turned, after trial, we know that it 
is for some reason other than its fail- 
ure to work. Only a small percent- 
age are returned.” 

He continues: “As to special dem- 
onstrations at Food Fairs, etc., these 
are valuable in proportion to the en- 
thusiasm and attitude of the demon- 
strator. If she is employed to con- 
vince her audience that her cereals 
are the only kind worth while, and 
incidentally, that they will not spoil 





ELECTRIC BATH ROOM ELECTRIC KITCHEN ELECTRIC “DEN” 
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if prepared with the use of electrical 
devices, the special demonstration 
will hurt more than it will help the 
cause. If on the contrary, she is 


your demonstrator, enthused with 


the idea and capable of imparting it 
to her public, that because it is done 
electrically, it is well done, then 
your special demonstration will be 
valuable. We do not think it wise 
to allow anything to subordinate 
our own exhibit. Be ‘‘7?’’ or refuse 
to participate. Arrange your special 
demonstrations with an eye single 
to the importance of convincing all, 
that yours is the factor of import- 
ance, without which the rest will 
spell failure. 

“In our judgment, the ideal spe- 
cial demonstration is the one con- 
ducted in your own showroom, by 
your own people and under your 
personal supervision. . We have 
backed up this opinion and proven 
its value by erecting in our show- 
room a bath room, kitchen and den, 
complete in appointments, all equip- 
ped exclusively with electrical de- 
vices and each room containing all 
that is essential in the modern home. 
In these three rooms, it is possible 
and easy to show our customers and 
the public under every day working 
conditions, what may be done with 
electricity. 

“A brief description of the ar- 
rangement and equipment of our lit- 
tle flat may be of interest. The 
three rooms occupy a space of 28 
feet in length, 8 feet ind depth and 9 
feet high. The bath room contains, 
beside the bath and lavatory, a num- 
ber of small electrical devices oper- 
ated from the lighting circuits, in- 
cluding a shaving mug, vibrator, 


curling tong heater, heating pad, 
and a luminous radiator. The cur- 
rent for the radiator is taken from 
a special heating circuit, concealed 
behind the base board. The water 
for the bath is supplied from a 30- 
gallon tank in the kitchen, the wa- 
ter in which is heated by a Hill in- - 
stantaneous water heater and puri- 
fier, so arranged that both water and 
current are simultaneously turned 
on or off at the faucet. In the kitch- 
en we have the ordinary 30-gallon 
house tank, the water in which is 
heated as described above, a cross 
connection feeding the sink tap, so 
that hot water may be drawn di- 
rectly from the heater or the tank. 
A complete electric kitchen outfit 
with oven, a waffle iron, a smooth- 
ing iron, a “1900” washing outfit, ice 
cream freezer and toaster complet- 
ing the room. The den is supplied 
with heat from a basket type lumin- 
ous radiator and has all the other 
requisites designed to make the man 
of the house comfortable; a table or 
stand segar lighter, fan, foot warm- 
er, den light, portable stand lamp 
and mission fixtures, adding to its 
cosy appearance and comfort. The 
heating circuits in these rooms are 
run behind the base boards, the 
boards being secured with screws, 
permitting additional flush sockets 
when necessary, without marring. 

“This is our special demonstra- 
tion. With it, we-are in constant 
readiness to show what electricity 
means in any department of the 
house. We can impress upon the 
architect and builder the many ad- 
vantages derivable from electricity, 
the necessity of providing for their 
immediate tise, the manner in which 
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such provision may be made, and 
the slight additional cost of extra 
wiring, if incorporated in the orig- 
inal contract for wiring. 

“T have dealt above almost exclu- 
sively with household appliances 
and their demonstration, but we do 
not stop there. In our display room 
will be found a full line of motors, 
operating machines, ice 
cream freezers, wringers, polisher, 
vc: 


sewing 


Also we have a dark room in 
which the different lighting units 


may be shown to advantage, a Gray 
telautograph, two or 


three departments widely separated, 


connecting 


and a full line of electric fixtures, 
wired, hung and hit. 

“We believe in demonstration, in 
a complete show room, in personal 
visits by carefully trained girl solic- 
itors, capable of showing our cus- 
tomers what may be done with elec- 
trical devices; to the end that the 
first impression, @/ways the one most 
difficult to alter, must be a good one.”’ 





dertaking. 


pose. 


determination. 


enthusiasm. 


A hundred hindering trifles hang to the coat-tails of every great un- 


A hundred thwarting details threaten the fixity of each great pur- 


A hundred interloping interests assail the stability of every 


A hundred wilting doubts and discouragements menace every great 


It is only the eye of the mind, focused on the one big thing, that 


leads men into the path of achievement. 


great 


- 


—kE. P. Hatch in © System.” 





of work. 





Some years ago the Western Electric installed a system of checking 
office work, in order that no faulty pieces might go out. 
it was noticed that most of the mistakes were made in the last two hours 
This was probably due either to fatigue from the day’s work 
or from hurry to finish certain work before closing hour. 


ment of work was followed by almost an entire absence of mistakes. 


From the start 


A reapportion- 


—The Silent Partner. 
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The country is full of perfectly good ideas—ideas that blossom 
for a day in some obscure corner and then die. They are like 
hoarded money—no good to the man who has ‘em or to anybody 
else. 

We have decided to put such ideas to work—get ‘em into 
circulation. 

This is our Threat ! : 

We will pay you One Dollar in Real Money, (if you are a 
subscriber to SELLING ELECTRICITY or give you a year’s subscrip- 
tion if you are not yet on the Band Wagon) for each and every 
honest Brain Throb that you send us. 

Provided:— 

That it deals with the Central Station Commercial Problem: 

That it is in your opinion a ‘good hunch”’: 

That it is probably. something which has not occurred to the 
rest of us: 

That you have sufficient confidence in it to try it out yourself: 

That it is reasonably young and healthy. 

We ask this question: Why should you refuse to let the world 
have your second-hand brain throbs when you can cash them in at 
one plunk each. 

Don’t try to answer. Turn your energy to grinding out a 
Dollar Idea, and send it in. 


Re 


jut 
be 
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What We Mean 
is This: 





If you in your daily work of selling electricity for light, heat 
or power have put some little scheme into operation to aid in inter- 
esting a certain class of prospect, which has worked successfully, 
tell us about it. If it has helped you it will help others. It is 
worth a dollar. . 

If you have worked up a system for taking a census of pros- 
pects which has saved time and labor, it is worth a dollar to us to 
be able to set the scheme in the limelight. 

If you have introduced a certain routine in your soliciting 
force, which has simplified the matter of following up your prospect 
file, it is probably a Dollar Idea. 

Or if you have hit upon a certain argument which has turned 
the trick in converting a certain class of manufacturers to electric 
drive, is it not possible that the rest of us may never have thought 
of it, and that it is sorely needed? 

Dollar Ideas are hard to describe, but we will know them when 
we see them, and no one should hesitate to send in any © pet 
scheme” which has been useful to him personally in Central Sta- 
tion work. 

It is our opinion that enough of this material can be secured to 
justify a special department in SELLING ELecrricitry, under this 
heading, which will be of inestimable value to the man searching 
for practical commercial-electric ideas. 

Obviously, however, we must rely on our readers for co-oper- 
ation, for the Dollar Ideas must come from the men on the firing 
line before we can distribute them along the front. 
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Gas Engine Competition 


FROM THE EXPERIENCE OF Mr. J. H. FORBUSH OF THE SHENANGO 


VALLEY ELectric LiGHt COMPANY 


HE Shenango Valley Electric 

Light Co., of Sharon, Pa., 

has been waging stern war 
on gas engines and in the past few 
months has displaced 66 hp. of this 
noxious form of ener- 
gy. It has also con- 
tracted for a very 
considerable amount 
of power business in 
addition to this which 
will supersede gas 
engines, but is not yet 
contracted for. 

A campaign against 
gas engines is an ex- 
ceedingly interesting 
competition and one 
that requires the ut- 
most care and prepa- 
ration on the part of 
the electric power J. H. 
company. A gas en- 
gine represents not only an invest- 
ment, but a one-time conviction on 
the part of the owner that it is the 
best prime mover available for his 
conviction 
may or may not be still unshaken. 
But, be that as it may, the burden 


particular case. This 


of proof rests on the plaintiff, and 
the central station must present its 
case in such shape as to take advan- 
tage of any weakness on the part of 
the present equipment and to make 
its brief sufficiently comprehensive 
to cover the proposition from every 
favorable 


possible standpoint of 


comparison. 





Forbush 


The successful campaign in Shar- 
on has been under the management 
of Mr. J. H. Forbush, who has 
evolved a system of canvassing this 
business which has been bringing 
results. 

Of course there can 
be no fixed rule adapt- 
able to any proposi- 
tion of this kind, since 
every plant has its 
own individual char- 
acteristics as to load 
factor, etc., but his 
general working 
scheme has been to 
start in with the fore- 
man of the plant, con- 
versationally, for the 
purpose of ascertain- 
ing the physical con- 
dition of the engine, 
length of time it has 
been in service, the make and indi- 
cated horse power, the nature of 
duty this engine is called upon to 
perform, the load factor and wheth- 
er there is any period of overload, 
and last but not least, how much 
trouble and annoyance have been 
caused by the engine and why. 

To secure this information ob- 
viously requires the exercise of con- 
siderable diplomacy, and none but 
the most absolutely straightforward 
methods should be used. It is often 
very difficult to obtain but such ad- 
vance information is essential and 
until it is secured and worked into 
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shape the prospect himself is better 
left alone. With this data in hand, 
however, the whole proposition can 
be reduced to a clear, concise pro- 
position of competitive figures, and 
the solicitor is in a position to prove 
to the prospect the exact condition 
of his present power equipment and 
its real cost. 

“You will nearly always find that 
the gas engine man has a wrong im- 
pression about his power cost,” 
writes Mr. Forbush, “and when you 
get him to make the proper allow- 
ances on cost of repairs, deprecia- 
tion, interest on investment, cost of 
water, cost of oil, attendance, floor 
space, etc., his figures are usually 
augmented.” Then in the matter of 
repairs, a strong indictment can be 
drawn against the gas engine, for 
shut downs for engine troubles 
mean not only inconvenience and 
delay, but direct loss of money on 
idle hands. Show a man that ten 
idle mechanics cost from $3.00 to 
$5.00 an hour and he begins to ap- 
preciate the expense of such shut- 
downs. Mr. Forbush continues: 
“Detail to your prospect the many 
ailments to which the gas engine is 
addicted, such as premature igni- 
tion (causing back firing), mechani- 
cal derangement of valves, ignitors, 
governor mechanism, etc., due to 
wear and tear or poor design and 
cheap construction, or to sudden va- 
riation of load, overload, shortage of 
water for cooling purposes or poor 
oil, and dwell at length on the con- 
stant trouble with batteries and hot 
tube. 

“A vivid picture may be painted 
of the many objectionable features 
of the gas engine from the stand- 


point of operation, among them :— 

“Noise from explosions. 

“Bad smell from burnt gas. 

“Constant smoke rising from en- 
gine. 

“Oil constantly thrown over ev- 
erything. 

“Freezing of water jackets in win- 
ter. 

“Rusting and clogging of water 
jackets during idle periods. 

“Danger to life and limb in start- 
ing. 

“Extra fire hazard. 

“Condition and age of engine will, 
of course, govern these figures some- 
what, for I have seen some engines 
run up to a consumption of 60 cu. 
ft. per indicated hp. Also, deprecia- 
tion varies with different makes 
from 10 per cent to sometimes as 
high as 35 per cent. The average life 
of a gas engine, however, taken as a 
whole in this country, I should say 
to be about three years, though some 
will last eight years and again many 
engines are in the scrap heap before 
the end of the first year.” 

Mr. Forbush believes in keeping 
the price of motors and electric pow- 
er costs entirely in the background, 
until a desire has been created on 
the part of the prospect. Make the 
whole argument on the basis of su- 
perior convenience and efficiency; 
show your man that his figures on 
gas engine cost have been too low, 
that he has been figuring but part of 
his problem. Then as a comparison, 
detail the many advantages of elee- 
tric drive, for it is well to remem- 
ber that initial cost is really a sec- 
ondary consideration when the in- 
vestment is of proven worth. 

The Shenango Valley Electric 
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Company has been successful in 
eliminating the gas engine from its 
territory. The power charge of this 
company ranges from 134 to 5 cents 
per kwh. and no difficulty is expe- 
rienced in showing good competi- 


tion power figures against cheap 


natural gas. Mr. Forbush says the 





Meteor 


March 18th. 


an electric storm and a ~ 


damage.” 


A dispatch to the Cleveland Leader from Bellefontaine, Ohio, stated 
that an enormous blazing meteor fell and exploded near that place on 
Later reports, however, show that on the 18th there was 
ball about the size of a quart cup fell from the 


insulator of a telephone to the ground below, exploding, but doing no 


large majority of his converted 
power customers are now most 
enthusiastic advocates of electric 
drive. 

Explodes. 





porary Review. 


Great Guns ! 


“ A Scotchman named W. S. Simpson has invented an electrical 
gun which can impart an initial velocity of 30,000 feet per second to 
projectiles of all sizes,” says Col. F. W. Maude in the April Contem- 
He adds: ~ This gun could discharge shells from 


London into Paris, and works without smoke, flash or recoil.” 





selling electric irons.”’ 





Somewhat Abnormal. 


An employer replying as to Mr. 


habits are perfectly normal, except that he once won $50 in a contest for 


’ 


S 








’s habits, stated, “ Mr. 


























The Neglected Electric Auto 


The Second Paper on the Auto as a Power Customer 


By FRANK B. 


NE of the 
first efforts 
of the cen- 

tral station manager 
should be to effect a 
reform in the pres- 
ent method of ren- 
dering bills for ser- 
vice by the public 
electric garage. This 
may appear to be an 
attempt to interfere 
with matters outside 
the province of the 
electric service com- 
pany—perhaps it is 
—but it must be done somehow. 
Possibly upon the same principle 
that the electric company may en- 
gage in the sale of flat-irons or 
washing machines for the purpose 
of increasing the sale of electricity, 
it should interest itself directly in 
the sale and garaging of electric 
automobiles. If, however, the estab- 
lishing of a garage agency is not 
undertaken, the company should in 
any event insist upon a certain 
amount of supervision of methods 
and practice in at least one garage 
that they supply with current for 
battery charging and should let the 
public know that it does so. 

The chief trouble in the opera- 
tion of the public garage, as effect- 
ing the central station, is the flat 
rate system in vogue. While cur- 
rent is sold to the garage by meter 
and charged for by the kilowatt hour it 





Rag, E. E. 


is, in turn, sold to 
the vehicle owner at 
a flat rate, in which 
rate a number of 
things besides cur- 
rent are included. 
The owner of the 
electric ‘automobile 
is, therefore, quite 
unable to determine 
the actual amount or 
cost of current tak- 
en by his machine or 
to separate the cost 


Frank B. Rae, E. E. of current from the 


charge made for 
washing his machine, the cost 
of battery maintenance, or other 
items which go to make up his 
monthly bill for charging, care and 
delivery. While the central station 
manager is of course, desirous of 
maintaining friendly business rela- 
tions with the proprietor of the gar- 
age, it is quite as imperative that 
the owner of a vehicle should be an 
enthusiastic believer in the economy 
of electric power. It is manifestly 
unfair that the owner who operates 
his machine, say, 20 miles per day 
should be required to pay the same 
rates as the owner who drives 40 
or more miles within the same time, 
or, to state it differently, the owner 
that uses up a complete charge of 
the battery each day, should not 
have the same bill at the end of the 
month as the one who makes a 
single charge of the battery cover 
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several days’ operation. In some 
way, then, the garage must be in- 
duced to meter current to the bat- 
tery and the bill to the owner 
should show the kilowatt hours fur- 
nished at some fair rate in excess 
of the station rate that the station 
manager will approve. 

It may be suggested that a good 
way to measure the charging cur- 
rent would be with a recording am- 
meter of the type making a record 
on a paper dial. The dial record, 
properly marked with the name of 
the owner, number of his machine 
or battery, date, etc., could be read- 
ily placed in position upon starting 
the charge and this daily record 
used for computing the monthly 
bills. These records would also 
serve to settle those ever-recurring 
disputes as to insufficient charges. 

Though the difficulties that the 
central station man will encounter 
in his effort to change the method 
of rendering accounts by the garage 
so that the owner may have some 
knowledge of his actual power cost 
are many, they will probably re- 
duce to just the one bare fact that 
the garage proprietor is trading 
largely upon his customers’ ignor- 
ance. 

He charges everybody one rate— 
$25 or $30 per month—and for this 
he keeps batteries charged for what- 
ever duty, within the daily mileage 
of the machine, that the customer 
requires. Beyond this, he cares for 
the machine, delivers it, washes it, 
etc., in which service everyone is 
treated alike. This method of 
charging was probably founded up- 
on the livery stable charge for the 
boarding of a horse and the care of 


a horse vehicle, which was based 
upon the correct assumption that a 
horse consumed about so much 
food and required the same atten- 
tion whether he worked or not. The 
potential energy of charging him 
with oats and baled hay was a con- 
stant and had no relation to his 
energy output in food-pounds. This 
system of charge for garage service 
does not, however, apply to the 
gasolene car. The owner of the 
gasolene machine knows exactly 
how much fuel he consumes and 
pays for it accordingly. He cer- 
tainly would not agree to a flat rate 
covering gasolene which required 
him to pay the same as another 
owner who probably drove his car 
two or three times as far every day. 
Why, then, should the owner of 
an electric car be subjected to this 
unfair treatment? Why should the 
garage man make a difference in 
his method of charge between pour- 
ing fuel into a tank with a funnel 
and gallon measure and pumping 
it into storage cells with a 110-volt 
pressure on his supply mains? 
Therefore, let us say it again: The 
central station man may increase 
his sale of electricity by educating 
the electric vehicle owner to the 
point of understanding and demand- 
ing that the current consumption 
of his vehicle per mile shall be de- 
terminable. The owner can then 
comparison with gasolene 
cars which will make him an en- 
thusiastic advocate of electric pow- 
er because of its economy. ‘This 
will influence the purchase of more 
electric vehicles and 


make 


every one 
boosts the load line during non- 
peak period. 

















Power Men 


What They Should Know. 


By R. 


MANAGER COMMERCIAL DEPARTMENT, C. H 


HE heading of this article 
may seem queer to some 

readers but the writer has 
met so many so-called power men 
and so few that come up to his ideas, 
that he ventures to write his opin- 
ions which may possibly help some 
one onward and upward in his work 
as well as benefit some struggling 
central station. 

In the first place, what is meant 
by the term “Power Man?’ Is it 
the fellow that sells the grocer his 
electric driven mill?—the one who 
puts in the blacksmith’s forge blow- 
er ?—the installs electric 
drive in the small printing plant on 
the fifth floor of the large city office 
building 


one who 


where any 
would be impossible? 


other power 

Yes, but it 
also includes the fellow who is sell- 
ing the planing mill sixty or seventy 
horse power and equipping large 
machine shops with motor drive. In 
other words, it means the fellow who 
can sell a one horse-power motor 
or who can sell one thousand horse 
power. 

The writer has seen many stations 
each claiming to have an elegant 
power load which upon investiga- 
tion showed nothing more than the 
small printing offices, ice cream par- 
lors, meat markets, blacksmiths’ 
shops and installations of like nat- 
ure. Now this is gilt-edged business 
as far as it goes but where is there 
a central station which can develop 


a creditable load factor with this 


How We Can Get Them 


A. MacGREGOR 


. Getst & Co., CHIcaco 


kind of a day load business? 
central 


The 
aim to attain an 
operating curve showing 100 per 
cent load factor. 


stations 


Like many other 
ideals, this is unfortunately impos- 
sible, but undershot the 
mark by aiming too high? 


whoever 
If we 
set out for 100 per cent and reach 
80 per cent, how much better we 
succeed than if we tried to reach 60 
per cent and fell off in the same pro- 
portion. In order to arrive at even 
the 60 per cent mark we have got 
to get the manufacturing plants 
that can give us much greater loads 
than 2, 3 and 5 horse power, and 
this will call for a power man such 
as the writer refers to. 

Let us see what kind of an in- 
dividual he should be. 

First, he have all the 
requisites of a good salesman so 


should 


that, having prepared his proposi- 
tion, he can present it creditably. 

Second, he should have the knowl- 
edge to talk intelligently on his pro- 
spective customer’s business as well 
as his own. 

Third, he should be able to lay 
out the mechanical end of the de- 
sired installation as well as the elec- 
trical end. 

Fourth, he should be able to work 
out his own proposition from start 
to finish. 

About this proposition, the writer 
likes the idea of giving a man a 
written proposition carefully worked 
out, showing an estimate of the cur- 
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rent needed, the average cost per 
month, together with a line on the 
probable investment, covering the 
individual case in plain every-day 
English, free from technical terms. 
By having this written out and ten- 
dered, the prospect feels more im- 
pressed with what you are advo- 
cating, as he sees that you are not 
afraid to put in black and white 
what you have been telling him. 
This proposition should be calcu- 
lated by the man who is to present 
it so that he is capable of explaining 
it thoroughly. 

As evidence of the need of thor- 
ough knowledge, I will cite a case 
which came to my notice not over 
four months ago in one of the larg- 
est cities in the United States, serv- 
ed by one of our largest central sta- 
tion companies. 

A certain man, whom we shall 
call Mr. A., had a small machine 
shop which he was running with a 
small, old-fashioned engine of about 
twelve horse power. He had a rela- 
tive who was in the commercial end 
of an electric company, who had 
gone over his case with him and 
showed him that he could make a 
good saving by installing motors. 
The relative advised him to take it 
up with the local electric company. 
He telephoned to the city office of 
the electric company and asked 
them if they would send a man out 
to look over his shop and quote him 
prices on motors and current. About 
a week later a spruce looking young 


‘man dropped in and told him the 


company’s rate for power was 10, 
5 and 3 cents, but was unable to 
make clear to Mr. A. what he was 
talking about. When it came to 


the motors, he said he couldn't tell 
anything about them but would 
send.the motor man up. He did 
not care to look over the shop and 
acted as if he were afraid he would 
get himself dirty. Another week 
elapsed and the motor man came, 
looked around for about ten minutes 
and advised something like forty 
horse power in motors and when 
Mr. A. tried to show him that he 
was running with a 12 hp. engine 
and tried to reason that he wouid 
not need so many motors, he turned 
around and said, “You can’t run 
this shop as cheap with electric 
motors as you are running it wiih 
that engine.” 

Isn't that enough to make a prac- 
tical man hang his head in shame? 

Now, if solicitor number one had 
been on to his job, he would have 
gone into that shop, checked up the 
machines, counted the number of 
men employed, secured an idea of 
present costs, talked English, and 
the next day, or at least within a 
week brought back a terse, well- 
written proposition, showing clear- 
ly what he himself thought of the 
case, presented in such a plain, 
simple manner that a _ schoolboy 
could grasp it. 

So much for the power man. And 
now what should he know? 

A power man, to be successful, 
should be in close touch with all the 
business in his locality, the names 
of the machines used, their func- 
tions, speeds at which they should 
run and the average work they do. 

He should be in touch with the 
costs of different grades of coal, 
freight rates and cost unloading. 

He should be familiar with the 
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water rates and the values of differ- 
ent makes and sizes of engines. 

He should understand the con- 
struction of motors, should know 
how to install them, be able to figure 
sizes of pulleys, widths of belting 
necessary and be capable of laying 
out to the advantage of the consum- 
er whatever wiring is needed and 
explain the different fittings used. 

He should have at his tongue’s 
end what it costs different concerns 
he knows about, per horse power 
per month to run by electric power, 
and while that does not always 
have a direct bearing on the case 
in question, it often helps a great 
deal, for from these figures he can 
determine with reasonable accuracy, 
that all-important element, the load 
factor. 

He should understand indicating 
engines, analyzing loads, and be 
able to demonstrate whatever claims 
he makes. 

The writer knows a young power 
man who sold a line of motors and 
obtained a contract for power on 
his willingness to superintend the 
setting up of the motors and the 
wiring. He was not afraid to put 
on overalls and get dirty and I 
might say that this did more to 
create confidence in him and _ his 
work in the locality where he was, 
than anything that could have hap- 
pened. 

Manufacturers’ catalogues today 
generally contain all the informa- 
tion necessary to connect their re- 
spective machines to the source of 
power, so that a supply of these 
covering the lines of business in 
your territory will help a great deal. 
We will not go into the subject 


of selling ability as there has been 
a great deal written on this subject 
within the last few years but I will 
add Sheldon’s saying, “That to be 
a successful salesman a person must 
develop to the greatest perfection 
the triune man.” ‘That is the mind, 
body and soul. 

So much for what a_ successful 
power man should know. Now 
where should we get him. Of thirty 
or forty power men with whom the 
writer is personally acquainted there 
are only three who could qualify 
as above, which shows that such 
ideal solicitors are scarce. Good 
men who can sell power are in de- 
mand right now and as more light- 
ing companies realize the business 
at their doors the demand will be 
greater. 

It is possible for men who are 
solicitors today to become excellent 
power men but the percentage of 
these who are willing to throw off 
the “biled shirt” and get down to 
hard work is so small that the writ- 
er does not look to them to solve 
the problem. 

Managers, do you want such a 
power man? Well, this is the way 
to get him. 

Look over your linemen, wire- 
men, metermen and other employees 
and you can generally find some 
bright young fellow who is a hust- 
ler—one having a pleasing appear- 
ance and who has some insight into 
the operating end of the business. 

Give him a course of instruction 
in all departments with which he 
is not familiar by putting him to 
work in them, even to the billing 
department. Lay out a course of 
reading for him and show him what 
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he will need to know. Start him, 


You can get such a man for the 
if you will, soliciting lighting, sell- 


signing of a motor agency agree- 
ing fans, flatirons, signs, sign light- ment and there are some exceptionally 
ing and other of the smaller things good men in the field of this work. 
in progressive steps. When he has This, I believe, is the answer to 
developed sufficiently, call in a man 


a question which is developing into 
from any of the large electrical 


a problem more and more every 
manufacturing companies, who is day and which will take the Power 
working on industrial power and Man into a class apart, instead of 
have him put in a week or ten days leaving him in with the ordinary 
with your man in the field. solicitor. 





“The Spirit of Co-operation.’’ 


CREDO. 


3y Mitton HartTMAN, 
Manager Tungstolier Dept., Brilliant Electric Co., Cleveland. 
I BELIEVE,— 

In myself ; that there is in me the power to do good, to produce, to 
achieve, to grow and be helpful. 

In men; that innately they mean for good, and that every man is 
my master in at least one thing. 

In all things that work together for the common good and the ad- 
vancement of human welfare. 

In co-operation. 

That business to-day is a science, and that strife and individual sor- 
didness are giving away to tranquility and concerted action, and the spirit 
of the times is to co-operate. 

That the world’s work must be done from day to day; and since 
my part must be done, I will do it well; that in work lies the salvation 
of men, and to-day is the product of many yesterdays ; that there is no 
progress without effort, but that no worthy effort is lost. 

‘That each one is but a thread of the human fabric, yet a part of the 
whole, and that man is useful to himself only in so far as he is useful to 
others. 

That he may stand alone in thoughts only, but in their execution 
his efforts must be pooled with other men’s efforts. 

That harmony and unison underlie all successful undertakings ; 
that good comes only by working fsr—not against, and the most good by 
working with. 


That I must contribute to participate— give to get — put in to take 
out. 


THEREFORE,— 
I will be a co-operator. 
This, then, is my declaration of faith and co-operative Credo. 
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Methods For Increasing the Station Load 


A Paper Presented Before the Canadian Electrical Association Convention 
Toronto, Ont., June 17, 1908 


3y GEORGE 


T is presumed that the desired 
increase will be composed of 
profitable classes of business 
and that the station is prepared for 
additional patronage. 

From this point the 
station is a commer- 
cial institution and 
whether large or 
small a selling cam- 
paign should be in- 
augurated. 

The selling cam- 
paign may consist of 
a portion of one 
man’s time or an or- 
ganization exclusively 
devoted to the work, 
but the same old laws 





WILLIAMS 


than by the opportunities for sell- 
ing the service. The point of satur- 
ation has never been reached. Thus 
it is apparent that the first essential 
is the standard we set. 

As inthe commercial 
development of any- 
thing of merit, the pub- 
lic must first be made 
familiar with what 
we desire to sell and 
know its advantages 
before a demand for 
the product can be 
expected. In the 
smaller cities this 
process of education 


may be quickly car- 





of commerce which 


George Williams 


govern the success of 
any mercantile undertaking are ap- 
plicable in Electrical development 
and there is no special personal 
equipment requisite which cannot 
be quickly acquired by a salesman. 
The object of the campaign is to 
sell a service and the greater the va- 
riety of purposes for which the ser- 
vice can be applied, the broader the 
field of sale. There is in every com- 
munity a possibility of annual sales 
amounting to $10 per capita, when 
that standard has been reached it 
will be found easier to add patron- 
age than at the present time. The 
volume of additional business is lim- 
ited more by our plans to get it, 


ried on with very 
small investment, but 
in the larger cities a 
campaign of newspaper and other 
printed advertising and publicity would 
be necessary if quick results were de- 
sired. In this connection it is my opin- 
ion that there are no universal meth- 
ods to meet the requirements. A dis- 
tinct campaign should be planned for 
‘ach station to fit the character of 
the conditions. Avoid the quack- 
doctor with the panacea of stock- 
cuts. He who never sold Electric 
service to the people is not apt to be 
able to do so by his pen alone. 

The work of promoting the ser- 
vice should first enlist the support 
of every employee of the central 
station and every person in the com- 
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munity whose prosperity is affected 
by that of the station company. The 
interests of the central-station are 
in turn linked closely with those of 
the municipality in which it is lo- 
cated, and to the extent of good will 
and harmonious relations between 
the people and the company will the 
company expand its service and the 
city its industries. 

That community which retards 
the growth of its central station re- 
tards its own, for the development 
of the electrical service in any city 
is conceded to be a prime factor to 
the city’s development. 

Now that the company is right in- 
ternally, and has the ambition to 
progress, this is what it can set out 
to do and can do. 

(1) It can popularize its service 
and make everybody want to use 
Electricity wherever it can be ap- 
plied. 

(2) It can turn all the Industrial 
wheels. 

(3) It can illuminate every in- 
habited house that can afford any 
form of artificial illumination. 

(4) It can turn every business 
street into a nightly exposition and 
change a dismal, unattractive town 
into a brilliant, progressive one. 

(5) It can make the Central Sta- 
tion company the greatest medium 
of usefulness in the community— 
the leader of progression. 

The advent of Electricity did 
more than place a new product on 
the market; it brought a substitute 
for every form of energy devised 
since the world began. It did not 
introduce transportation, it expand- 
ed the possibilities of transportation, 
likewise communication and illumi- 


nation, and there lies in every con- 
ceivable industry, art, craft and 
form of commerce a variety of uses 
for Electricity which require only 
information and demonstration to 
supply them from the central sta- 
tion source. We have access to the 
appliances and consumers equip- 
ment; progressive manufacturers 
are constantly supplying new ones 
of constantly improving efficiency. 
There is not a central station com- 
pany that could not profitably main- 
tain a modern sales room in the 
highest rental retail district in the 
city to exploit Electrical appliances, 
nor a company too poor to afford a 
representative for every 10,000 in- 
habitants, or promote its business 
on the same broad plans used to 
market other commodities. 

Monopolistic practice that does 
not conflict with the laws of the 
land should be forgotten and the 
business given a promotion that the 
greatest and grandest art and indus- 
try is entitled to. 

Perhaps some may think that their 
particular conditions do not permit 
of sufficient appropriations to carry 
out the development according to 
their ideal. Here are some of the 
essentials which cost little or noth- 
ing but are sure to bring station in- 
crease: 

Public-spiritedness, courteous 
treatment, anxiety to please custom- 
ers, prompt execution of orders, a 
clean office, attractive show win- 
dows, office co-operation, enthusi- 


asm in the work, the spirit of pro- 
gress and a united effort to practice 
that Keystone of all commerce,— 
The Golden Rule. It was Henry L. 
Doherty, that leader of nearly every 
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progressive movement in central 
station practice, conceded to have 
no peer as an authority upon public 
utility affairs in the world; and in- 
cidentally a member of this associa- 
tion—who issued requests to his 
army of employees throughout the 
central station and Gas Company 
offices: ‘‘See to tt that every person who 
apwoaches you will go away a better 


friend to the company than when he 


came.’ 

The “Masters of Success” in the 
English speaking world are paying 
the highest premiums for men and 
methods which will charge their in- 
stitutions with this spirit, the foster- 
ing and cultivation of it will first 
permeate those working together 
and then it will conquer the whole 
city. 

Many central-station companies 
have already found the character of 
patronage sought after and secured, 
to be a saving factor in their busi- 
ness. It has meant in some instances 
the difference between prosperity 
and bankruptcy. It has been prov- 
en beyond question that in no varia- 
tion of climate, location or character 
of population is there any permanent 
obstruction toward improvement of 
load-factor. The problem is dis- 
tinctively a commercial one, some of 
the forms of patronage most easily 
developed are :— 

Popular midnight or all night 
show-window, sign and decorative 
lighting. 

Domestic and Industrial heating 
and power appliances. 

Industrial power which is con- 







tracted for “off-peak” hours. 

Where legally permissible it is 
found that the Doherty-rate—which 
equitably rewards the customer for 
long hour consumption by a de- 
creasing rate of charging—is an ef- 
fective method for improving the 
load factor, as the decrease of rate 
per unit does not decrease the net 
profit but financially permits a new 
sphere of industrial business and 
liberal lighting. 

In this Electrical Age it would 
seem important to specialize and 
analyze everything pertaining to the 
industry. Your time and patience 
are too esteemed to impose upon 
them the vast details of various 
branches of service and methods of 
developing it, but at the conclusion 
of this paper it will be a pleasure to 
go into any that may be served at 
the discretion of the chair. 

It may interest you to see here a 
series of stereopticon pictures which 
reproduce a variety of night scenes 
in cities in the States. This collec- 
tion was recently exhibited at the 
Chicago Convention of the N. E. L. 
A; 

I have outlined those which I con- 
sider the most vital methods toward 
increasing the station load and trust 
they will serve in new fields as well 
as they have served elsewhere. 

I desire to express my apprecia- 
tion in the name of the National 
Electric Light Association for your 


many courtesies in this city where 
I first saw Electric Light, and land 
in which I first discovered the light 
of day. 
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Swapping Shoes 


A Little Sermon For Solicitors on Mental Attitude 


By Eart E. WHITEHORNE 


FRIEND of mine tells this 

story of the picturesque lit- 

tle town of Brandon, Ver- 
mont. He swears that it is true—I 
don’t, but it has a moral and is 
worth the telling. Brandon is call- 
ed the Parlor Village of New Eng- 
land and is famed both for its elm 
shaded Common and the fact that 
one of the old original Revolution- 
ary stage coaches meets all the 
trains in the interests of the Bran- 
don Inn. 

Among the notable characters of 
the town were Squire Kent and a 
chap named Pilsen. The Squire 
was a pompous old Englishman and 
the county Boss, and Pilsen was 
just a pure case of addle-headed 
fool—they called him Woodenhead 
Pilsen, I presume out of compliment 
to Mark Twain. The town was 
proud of Pilsen for he held all rec- 
ords in his class. 

Squire Kent loved a speedy horse 
and owned one. One day, however, 
the animal gave him the slip and 
wandered off, and though the trusty 
henchmen searched diligently, the 
horse was not found. 

The Squire dropped in at the Post 
Office about dusk to see if the boys 
had any news and Pilsen was there. 
He said: he’d “hunt for the hoss fer 
five dollars and he bet he cud find 
‘im too.” They gave him the laugh, 
but the Squire said, “go ahead” and 
out he went. 

In about half an hour here comes 


Wooden-head Pilsen with the 
Squire’s trotter. Great excitement! 
“Where did you get him?” 
“Wall,” says Wooden-head, “I 
says to meself, where'd I go if I was 
a hoss, an’ I went there an’ he did.” 





Some fools surely are wise, just 
as some wise men periodically play 
fool, but the man who regularly ap- 
plies the Wooden-head Pilsen sys- 
tem in dealing with his fellows will 
find the “hoss”, and the five dollar 
bill will be delivered as per contract. 

We are too prone in this world to 
get all worked up over our own 
views on a subject and forget that 
there are always two sides to a 
fence. Consequently many a fond 
scheme is knocked full of holes the 
first time it encounters opposition. 
It is most natural that we should be 
prejudiced favorably toward our 
own proposition and that its good 
points should become so much a 


part of our creed that weakness 
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should be lost sight of. But stand 
“on the outside looking in” once in 
a while and there are things to see. 

Mr. Solicitor, you are in a job 
where it is up to you, if you are out 
to win, to adopt the mental process 
of our friend Wooden-head Pilsen 
and keep figuring out where you 
would go if you were a horse. 

For instance, you go into a sa- 
loon looking for a contract, you get 
hold of the proprietor and give him 
a talk. Well, now what sort of a 
lighting proposition would appeal 
to you if you ran a saloon? You 
have plenty of competition in that 
business and if you are on a corner, 
it is a fair gamble that there is an- 
other “power house” on the other 
side of the street. Wouldn't you 
be hungry for new schemes for mak- 
ing your place a trifle more attraci- 
ive in appearance than the other fel- 
low’s—warmer looking in winter, 
cooler looking in summer, more ag- 
gravating to the palate? 

Don't talk kilowatts and cancte- 
power to the man behind the bar: 
talk cheerfulness and irresistibility. 
Swap shoes with him mentally— 
and scheme. 

Suppose you tackle the Boss of a 
livery stable. Swap shoes again. 
What would you have hanging over 
your head that concerns the lighting 
proposition if you ran a livery? 
*Twould be mostly fire, wouldn’t it, 
and the “cussed carelessness” of 
hostlers. Well, cut out the kilo- 
watts and the candlepower again, 
and talk safety, no matches, no open 


flames—scheme. 





Or again, you have an inquiry 
from a jeweler. He has an up-to- 
date store, which he is remodelling 


and he wants illumination, not light 
—illumination. 

Swap shoes again and play jewel- 
er. Your stock is worth a large 
amount of money and each sale 
counts. Half your selling power lies 
in display. The value of your goods 
must not be belittled by cheap sur- 
roundings. What you want is effi- 
cient, well studied illumination, fix- 
tures of attractive design and lamps 
with some advertising value such 
as tantalum. 

Here again, don’t talk kilowatts 
nor candlepower, but safety, clean- 
liness, and illumination — and 
scheme. 

If you are working on a power 
proposition, go down deep into the 
prospects problem. What does his 
load consist of and just how can he 
be benefitted by the installation of 
individual motor drive? 

Don’t talk generalities to him, he 
is not particularly interested in ab- 
stract illustrations of the adaptabil- 
ity of the electric motor, what he 
wants to know is how Central Sta- 
tion electric power can increase the 
efficiency of his own plant. 

If you give him the names of the 
men in his line who are using your 
power, and ask him to investigate 
for himself, flashing your testimo- 
nials, singing songs of salaries 
saved, and friction load losses les- 
sened, he may go ahead and inves- 
tigate and he may not. But if you 
swap shoes with your man, study 
his plant a bit, and in the light of 
your previous experience, work out 
a line of specific argument, backed 
up by real figures, in short make 
him a concrete report on the exist- 
ing power conditions in his plant 
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and submit in comparison an appli- 
cation of your own proposition, why 
your sincerity is unquestioned and 
your proposal is stamped as worthy 
of mature consideration. 


The day is past when the sales- 
man can rely on spellbinding and 
there is no reason why your pros- 
pect should take the time and trou- 


ble to investigate your proposition 
if you are not willing to do your 
share of the work. 

The basis of all reckoning is, of 
course, good round dollars and cents 
and that is a phase of the proposi- 
tion which always has to be consid- 
ered. But don’t linger too long— 
pass on, it is the other man whose 
money will be paid and the opera- 
tion is always painful. 

Figure from experience about 
what size monthly bill the prospect 
will stand and devote all your ener- 
gy and all your scheming, and di- 
rect all the conversation towards the 
results to be attained. 

Swap shoes mentally with your 
prospect, play Wooden-head Pilsen. 

What would you want if you were 
paying the bills? 





Don’t sit down in the 


Keep up steam. 





Things We Have Read Over Twice 


A Prayer— ‘Give us this day our daily work.” 


The man who thinks he is misunderstood should study the 


rules of modern publicity or quit complaining. 


Lots of men who will go through a financial crisis with a 


cool head, go up in the air if their meat is overdone. 


meadow 


back up to be milked—go after the cow. 


But look at the gauge occasionally, ‘cause 
too much steam is water crazy with the heat. 


Remember the obligation to keep it 


and wait for the cow to 


wholly. 











News and Reviews 


Items of Interest to Commercial Men 


New York Hotel Signs. 

In the May number of the //luminating 
Engineer is an article entitled 
Posts: The Hotel Sign for New 

It is illustrated with 
fourteen hotel fronts, all showing various 


“Lamp 
York.” 
photographs of 


designs of decorative lamp posts and lan- 
terns, on the Manhattan, Hill, 
Park Avenue, Holland Waldorf- 
Astoria, Gotham, St. Regis, Plaza, Victoria, 
Imperial, Marlborough, Albany and Knick- 
erbocker hotels. 


Murray 
House, 


This array certainly qualifies the state- 
ment that the lamp post has been chosen 
by the hotels of the Metropolis as their 
emblem. 


Electric Laundries 
A few years ago “Steam Laundry” or 
“Troy Laundry,” were words to conjure 
with in securing the trade for a laundry, 
says “The Electrical Review. Today a few 
enterprising concerns are advertising “Elec- 
tric Laundry” and find it a drawing card. 
Special now in use for 
electrically ironing collars and cuffs, shirt 


machines are 


bosoms and shirt bodies, and the regular 
and now well known sad-iron is steadily 
growing in popularity for ordinary use. 

The excessively humid atmosphere of the 
steam laundry makes it a veritable sweat- 
shop, and the vitiated air of the laundry 
where gas is used is even more distress- 
ing to the workers. In the electric laun- 
dry the force can be maintained at a point 
of efficiency impossible when the employ- 
ees are battling with baking heat and bad 
air, and managers are beginning to realize 
this fact and to profit thereby. 


Inverted Fans. 
The N. E. L. A. 
teresting suggestion. many 
people who suffer from the heat because 
they object to the direct breeze from either 
the ceiling or buzz fan, either because it 
blows papers off desks or because they 
claim that they catch cold from sitting in 
a draught. 


Bulletin makes an in- 
There are so 


Suggest to such people that they install 
a ceiling fan with the blades inverted, so 
that the air will be propelled upward. This 
gives a mild effect that will not disturb 
papers but creates a sufficient current of 
air in small rooms to relieve the heat. 


Employee’s Club. 

The May number of Public Service gives 
two views of the Employee’s Club recently 
opened by the Milwaukee Electric Railway 
& Light Co. 

This 


rooms in its new office building to its men 


Company is giving over several 
and has fitted them up as a modern and 
well appointed club, with 
pool and billiard tables, a reading room, 
and a circulating library of 10,000 volumes, 
dining kitchen, and 
baths, and a large auditorium with stage 
and dressing rooms. 


bowling alley, 


room, barber shop 


This auditorium has a seating capacity 
of 1,350 persons. 

These rooms are thrown open to the use 
of the employees of the Company both in 
the lighting and street railway departmets 
and their families. A band has been or- 
and 
ments are given in the Auditorium which 
are largely attended. 


ganized among the men entertain- 


The usual charges are made for games, 
and the club shows every evidence of be- 
ing a success. 


Preserve Labels As Ads. 

The Philadelphia Electric Company has 
just sent out a little booklet entitled “Pre- 
serving Time,’ which is one of the craft- 
iest bits of Central Station advertising that 
has come to hand in a long time. 

The cover is very attractive and appro- 
priate, the design being a pile of fruit, to- 
matoes, etc., with basket painted in two 
colors. 

The text, about four pages, 4 1-2 x 7 
inches, gives a very good argument for the 
use of electric stoves for preserving, with 
a very complete table showing various elec- 
tric heating devices, the usual period of 
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operation, and the cost for that period at 
10 cents per kwh. shown in cents and frac- 
tions of accent. A line of utensils is shown 
in tint at the foot of each page. Then 
follows the stroke of genius in the shape 
of eight pages of gummed labels marked 
plainly for sixteen varieties of jellies and 
jams and marmalades, twelve labels of 
each kind, and each label bearing below 
the brands the words “Compliments of 
The Philadelphia Electric Company.” 

Here is something of very distinct value 
in any household, which no woman will 
throw away. It is a very appealing act 
of courtesy and each label bears the name 
of the Company. 


A German Idea In{Electric Heating. 

Throughout Germany and most of Con- 
tinental Europe the prevailing method of 
heating rooms is by means of large orna- 
mental tile stoves, which often reach nearly 
to the ceiling and have a large heating sur- 
face at There- 
fore they have the advantage of not dry- 


a moderate temperature. 


ing the air so much as compact steam ra- 
diators that are operated at high tempera- 
ture. 

In Berlin there has been brought out re- 
cently a system of electric heating designed 
by Mr. Gutjahr, which is adapted to these 
tile stoves. An electric radiator is mounted 
inside the closed stove so that it will rap- 
idly heat the wall thereof by a circulation 
of the enclosed air. 
ber of 


The stove has a num- 
spring valves which permits an 
equalization of air pressure within and 
without. The heat is given from the ex- 
terior tile surface of the stove and is thus 
tempered so as to avoid the dry, high 
temperature effect. 

As the average price of current in Ber- 
lin is only about 4 cents per kwh., this indi- 
rect system seems to have opened up a 
promising field for electric heating in that 
country. It is said that an average sized 
room can be heated in one hour and will 
remain warm for a long time, as the tiles 
retain their heat for considerable periods. 
—Western Electrician. 


Time-Pieces vs. Electric Railway Time-Tables. 
According to the Electrical World, since 
the commencement of service on the Spo- 


kane & Inland Electric Railway between 
Spokane and Halifax, Wash., not a watch 
or clock has been sold along the right of 
way and jewelers have quit handling them, 
people depending upon the regularity of the 
electric railway service for determining 
According to the report, those 
along the line who wish to know the time 
note the number of a car passing, and re- 
fer to the time-table to see when the car 
gets to the neighboring station. 


the time. 


Copying Letters With Electric Power. 

The Cutler Hammer Manufacturing Co., 
says The Electrical Record, has found an- 
other way to shackle the shiftless office 
boy and hold him to his job. The follow- 
ing appears in a recent pamphlet: 

In our office we use a rotary copying 
press, but we have never succeeded in find- 
ing an office boy who could be depended 
upon to always run the letter through at 
just the right speed. A baseball game 
scheduled for Saturday afternoon would 
usually result in the ietters being run 
through the press so rapidly that they 
would leave only a purple streak on the 
web of tissue paper. 
removed the 


To correct this we 
hand crank from the ma- 
chine and now drive the copying press with 
a small motor in the armature circuit of 
which sufficient fixed resistance is inserted 
to reduce the speed to what experience has 
shown is the maximum speed at which 
clear impressions of letters can be ob- 
tained. The office boy now pushes a but- 
ton and the copying machine does it right. 


The Sprague Fan Catalogue. 

We have just received from the Sprague 
Electric Company a copy of their 1908 fan 
catalogue. Since it was sent to us for com- 
suggestion would probably not 
come amiss. 


ment, a 


This catalogue is unquestionably a very 
handsome job, both as to printing and 
make-up, and the cover is exceedingly art- 
istic and attractive, but it is our opinion 
that the design portraying Cleopatra and 
her fan bearers is ill chosen. 

A catalogue is presumably intended to 
stimulate a desire for the goods it ad- 
vertises, as well as to direct the desire al- 
ready aroused into the proper channels. It 
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is doubtful whether this vision of Egypt’s 
Queen sitting lost in meditation, and at- 
tended by two Nubian slaves, would ever 
arose the desire for an electric fan. 

This should not be construed as an at- 
tempt to curb originality or to deny the 
virtue of artistic excellence, but it is not 
unwise to lose sight of the power of sug- 
gestion? 

This catalogue was produced at consid- 
erable labor and expense to aid in selling 
Sprague fans. Should not the cover have 
been made to carry the strongest mes- 
sage? 

Bayley Makes Artistic Fans. 

Mr. George W. Bayley, President of the 
Unique Art Glass & Metal Company has 
recently taken up the manufacture of deco- 
rative electric fans, under the name of 
the Bayley-Lee Electric Company with 
offices at 46 Park Place, New York City. 

Their idea is to produce fans in vari- 
ous artistic designs to blend with different 
styles of interior decoration. This is a 
field as yet untouched and promising very 
interesting developments. 

Southwestern Convention. 

The Fourth Annual Convention of the 
Southwestern Electrical & Gas Associa- 
tion was held in El Paso, Texas, this 
month, adjourning on May 9th. 

Mr. R. B. Stitcher of Dallas was elected 
President. 

These meetings were well attended, mem- 
bers coming from points as far distant as 
New York and Chicago. 

One very enjoyable social feature of the 
Convention was a trip to Fort Bliss, when 
the members were entertained by the offi- 
cers of the post. 

Dallas Supervision of Meters. 

The city of Dallas, Texas, has recently 
passed an ordinance establishing a gas and 
electric meter testing department. The ob- 
ject is to have disputes over accounts and 
arguments over meter officially settled. 
Under the new rule, if the consumer thinks 
his account is wrong, he visits the city test- 
ing department, deposits fifty cents and 
the city electrician tests his meter. If it 
registers 2 per cent more than the actual 
current passing through it, the fifty cent 
deposit is returned and the gas or electric 


company must correct the bill, replace me- 
ter and pay one dollar fine to the city. If, 
however, the meter is correct or slow the 
city keeps the fifty cent deposit. The cen- 
tral station company welcome this innova- 
tion as it is believed that it will do away 
with about 50 per cent of the complaints of 
small consumers who lack the courage of 
their convictions to risk fifty cents and will 
satisfactorily settle all disputes, as the city 
acts somewhat as a referee. The 2 per 
cent leeway is rather small however on 
light loads; a 5 per cent variation, as in 
Massachusetts, would prove more just but 
the Dallas Company is satisfied that even 
the present law will be beneficial. 


Petty Honored. 

Herbert C. Petty was elected, May 13, a 
director of the Crocker-Wheeler Company. 
Mr. Petty accepted a position in the sales 
division of the Company January, 1903, and 
has advanced rapidly to the position of 
Contract Manager. The present honor 
conferred upon him is a recognition of the 
esteem and confidence which he commands 
among the stockholders of the company. 


Fort Wayne Company’s New York Offices. 
The New York offices of the Fort Wayne 
Electric Works have been moved from 40 
New Street to the 15th floor of the recently 
completed Cortlandt Building (The Hud- 
son Terminal) at 30 Church Street. 


Mendenhall Moves Up. 

B. W. Mendenhall has recently resigned 
as manager of the Ely Light and Power 
Co. and accepted a position as commercial 
agent for the Utah Light & Ry. Co. of Salt 
Lake City, Utah. 


Where the Forests Go. 

The reports of the telephone and tele- 
graph companies show that of 3,493,025 
round poles over 20 feet long purchased in 
1906 about 60 per cent were cedar and 28 
per cent chestnut. Cypress, pine and red- 
wood were the other kinds used. 


Stone-Webster News. 

In the Stone & Webster Journal for June, 
under the head of News from Jacksonville, 
is the following account of a clever move on 
the part of the manager of the Jacksonville 
Electric Company to take advantage of an 
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opportunity to create a little favorable pub- 
licity. 

—The Jacksonville Trade has 
begun a vigorous and aggressive campaign 
to induce the people of the city to patronize 


Board of 


home industries whenever possible, in pref- 
to outside interests. The citizens 
are being urged to call for the mark, ‘‘ Made 
in Jacksonville,’’ 


erence 


when making purchases. 
the announcement was made, 
Manager Croom wrote to the secretary of 


As soon as 


the board, stating that it had been a policy 
of the Jacksonville Electric Company to 
spend the biggest portion of its money at 
home, and that in future every dollar possi- 
ble would be spent in Jacksonville to the 
exclusion of outside manufacturers and deal- 
ers. The communication was subsequently 
published in the daily paper and caused con- 
siderable favorable comment. 
Minneapolis News. 

Among news items from the Minneapolis 
General Electric Company are the following 
interesting paragraphs: 

—A 100-watt G. E. tungsten lamp which 


has been on test since August 2nd burned 
out on April 18th. This lamp has been 
burning 24 hours per day during this time, 
making a total of 6,240 hours burned. Dur- 
ing the test the lamp was removed several 
times for wattage test, and after burning for 
eight and one-half months it showed the 
high wattage of 94. The lamp became 
blackened at the end of the test by what was 
evidently a chemical deposit. The filament 
was welded on April 23d, and the lamp has 
since burned several hundred hours, being 
still in service. 

—It has been found necessary to change 
the carbons in flaming arc lamps which are 
located in front of the numerous fruit stands 
throughout the city, from orange color to 
the plain white, as it has been found almost 
impossible to sell strawberries when under 
rays of this color. 

—One of our customers has become very 
enthusiastic over the problem of chicken 
hatching by electricity. So far, results have 
shown a marked increase over other meth- 
ods, and care is reduced to a minimum. 





ready interested in the subject. 


F your tailor should call on you just when you had decided that your clothes 

looked shabby, he would have an extra good chance of an order; if a book 
agent should offer you a pocket dictionary, just at a moment when you were 
wondering how to spell ‘“‘embarrassment,’”’ he would probably land you. 


The best time to put your claims before a consumer is when his mind is al- 


—Curtis Publishing Company. 





efforts produce no results. 


which moves the cars. 





H* it ever occurred to you, in planning your advertising expenditures, that it is 
a false notion that small efforts produce small results? 

If you are trying to move a train of loaded cars and 
you apply a little less power than is necessary to move those cars, you have accom- 
plished nothing, and your power is wasted! 


less than that required to move the train is lost power. 


The truth is, that small 


All the power that is applied which is 


It is the last pound of pull 
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Just as good fresh clothes are essential to the comfort of your body, so is a 
knowledge of the methods and achievements of your contemporaries essential 
to your Business welfare. 

Each month SELLING ELECTRICITY offers to you the opportunity to 
study in detail the processes by which other Central Station Commercial men 
have won success. 

The price of one subscription for one year is a one dollar bill. 

We believe that you have several such that you are not using. Why not 
devote one to this opportunity ? 

Send the dollar to 


SELLING ELECTRICITY 


SUBSCRIPTION DEPARTMENT 
74 CORTLANDT STREET, NEW YORK CITY 





FILL OUT BLANK BELOW 
CONTINUOUS SUBSCRIPTION ORDER 





190 
FRANK B. RAE, Jr., 
74 Cortlandt Street, 
New York City. 


Dear Sir:—Enclosed find $1.00 for which please send me SELLING ELECTRICITY 
for one year and thereafter until I cancel this order. 





Name 


Address 








Company___ 








In writing to advertisers, mention ‘‘Selling Electricity.’’ 
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THE NEW 


Electrocraft [llustra- 
ted List of Officially 
Approved Electrical 
Supplies 


is now in preparation and will shortly be issued. 
































The publishers make the further important announcement that 
in view of the extraordinary influence exerted by this unique publi- 
cation in promoting National Code construction practice, and for 
the purpose of giving the widest possible extension to its field of 
activity, it will hereafter be distributed 


Absolutely Without Charge. 


The new Electrocraft Illustrated List is a vast improvement on 
the old publication. The pages have been greatly enlarged to allow 
of fuller description and finer representation of the different lines of 
material ; and in paper, type vad illustration the new list will be a 
beautiful example of the printing art. In it will be found everything 
electrical that has successfully passed the tests of the Underwriters’ 
Laboratories and that should be used in National Code construction 
work; and all clearly described and strikingly illustrated. 


The revised National Electrical Code, with many finely made 
cuts and drawings illustrating the application of the principal rules 
will continue to form an interesting and highly valuable feature of 


the book. 


POSTSCRIPT IMPORTANT: The mailing list is now being revised. In order to avoid 
the omission of names and to ensure perfect accuracy in the addresses, all persons wishing to receive 
copies of the new list are requested to write the publishers at once. In all cases, the letterheads of 
the applicants must be used in order to gain attention. 


Electrocraft Publishing Co., Derror micn. 
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WAGNER ELECTRIC MFG. CO. 


ST. LOUIS, U.S. A. 


A Central Station Solicitor is valuable to his Company to 
the extent of the business he can control and bring in. The 
amount of business he can bring in depends directly upon his 
ability to apply standard and special forms of motor drive to 
meet special conditions. 

We issue Single Phase and Polyphase Motor Bulletins, in- 
valuable to the solicitor. For instance, ‘‘The Polyphase Motor 
in The Shop,” issued by this company, shows the power con- 
sumed by a great many machines-used in car shops, and shows 
graphically the application of the motors to these machines. 

We shall be pleased to send solicitors a copy of each of 
our three bulletins. They will greatly aid in your work. 


Write for Bulletin No. 74-M, Bulletin No. 75-M and ‘‘The Polyphase 
Motor in The Shop.’’ 




















I stand the expense ! 
I do all the work! 


You increase your sign load. 


Boston 
Renewed 
Lamps 


Are Sold On Trial 





Send at Once for Our 
Trial Proposition 


NWNnNMAACNH 
remnnc wv 











All I ask of you is a list of your 
sign prospects. 
I will sell them direct. 

J. L. RUSSELL 


AMERICAN ELECTRIC SIGN CO. 
41 High St., Boston, Mass. 


Boston 


Danvers, Mass. 








Incandescent Lamp Co. 
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IT IS OUR BUSINESS 
TO GET 


NEW BUSINESS FOR YOU 
































We can do it if you will give us a chance. 

We have been doing it for-other companies and know what we 
are talking about. | 

We don’t serve our clients with luke warm syndicate matter. 
We give them absolutely individual treatment. 

First we locate the cause, then the effects, and finally show the 
remedy. | 

That is what our Commercial Engineering Investigation consists of. 1 

It shows you where your commercial department is weak and 
shows you how to strengthen those spots. 

Then, if desired, we will “apply the remedy” we have pre- 
scribed. 


We don’t give you valueless advice —we back our statements 
by work. 

Let us hear from you in regard to this proposition. 

It may mean money to you. 

Write us to-day. 


























C. W. LEE COMPANY 


West Street Building NEW YORK 
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Electric Cooking 





Among your house customers are many 
women who will do their own cooking 
all through the coming summer. ‘The 
electric range will appeal to them. One 
of the strongest arguments for its use 
is that it permits the hostess to prepare 
a full course dinner, serve it hot and 
sit down to enjoy it, herself comfortably 
cool. Simplex Electric ranges are attract- 
ive and complete in all details. Haven't 
you got some customers who would be 
interested ? 





Electric Irons 


The regular line of Simplex Electric 
Household Irons includes four sizes 
—3,4'2,5 and 6 pound. You can suit 
your customer’s needs whether she 
wants one for the sewing room or the 
laundry. Remember you are sure of 


SIMPLEX QUALITY 


SPRLEX TLEORICHTAING 


CAMBRIDGE, MASS. 
CHICAGO OFFICE: MONADNOCK BLOCK 








SUPPLIES 
TELEPHONES 


ELECTRI c NOVELTIES 


Catalog of 200 Free. Ifit’s Electric we have it. Big Catalog 4c 
OHIO ELECTRIC WORKS, Cleveland, Ohio 


The World’s Headquarters for Dynamos, Motors, Fans, Toys, 
Batteries, Belts, Bells, Lamps, Books. 


We Undersell All Want Agents 











Central Station Managers 
and Contract Agents 


will do well to consider the future. When 
Starting a sign campaign it is, perhaps, easier 
to place a number of cheap signs. They look 
as well as the higher priced ones when first 
received, but the good looks are not perma- 
nent. Get the best! 

Haller Electric Signs are the best. 


HALLER SIGN WORKS 


(Inc.) 
319-320 Clinton St., South, Chicago, Ills. 


























No Central 
Station Man 


or Solicitor, or one in any 
way connected with the sell- 
ing of Electricity, should fail 
to fill out the coupon on 
page 241. 

Send in your subscription 
today. 
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HOW TO ADVERTISE 
A RETAIL STORE 








BY ALBERT E. EDGAR 





TEACHES 


How to lay out advertising copy, 
























How much space to use, 
How to design an attractive space-saving name-plate, 

What a headline should accomplish, 

How to get and use proper illustrations, 

How to write your advertising introductory, 

How to describe an article so as to make sales, 

What style and method of pricing you need, 

The preparation of effective, free advertising, 

How to find and properly use selling points, 

The making of store papers, booklets, leaflets, folders, advertising letters, and 
mailing cards, 





The organization of a follow-up system, 

The uses of calendars, blotters, post-cards, advertising novelties, package en- 
closures, and hand-bills, 

Proper methods of window advertising, 

Correct outdoor advertising, 

Spring, fall and other openings advertising, 

Two-hundred-fifty selling helps, guessing and voting contests, drawings, schemes 
to attract boys and girls, premium schemes, 

The sensible advertising of special sales and clearance sales, 

The uses of leaders and bargains, 

Many novel sales plans, 

The promotion ‘of business in a number of specific retail lines—this department 
alone oecupies about 100 pages, 
Mail order advertising and general advertising, 
Points about type, borders, ornaments, and cuts, 
Nearly 20 pages of practical and helpful hints on how to lay out advertising copy, 
How to read proof and technical terms. . 





How this is done is demonstrated by the use of 


641 ILLUSTRATIONS AS MODELS 


Showing how all these things are accomplished by the highly paid ad managers 
and the cross-roads storekeepers 


Price $3.50 Postpaid—on a money-back basis 


THE OUTING PRESS, DEPOSIT, NEW YORK, U. S. A. 
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ALL SIZES 
DESIGNS 
AND PRICES 





| ||CONSI 
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LOOK OUR 
CATALOGUE 
THROUGH 

IT IS FREE 











DER 


The Sales of Other Central Stations 
and You'll See That You Need 


MmiLLER 
PORTABLES 


Put them in your display room now. 








Every day you are without them, may 


mean a customer missed. 





LAMPS 


that are attractive, beautiful and har- 
monious; lamps that will enhance the 
decorations of any room; lamps whose 
uniqueness and originality of design and 
perfect finish make them the most com- 
pelling models for any central station 
display room. 





Edward Miller & 
Company 


MERIDEN, CONNECTICUT 
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The Cleveland Gas and Electric Fixture Co., Conneaut, Ohio 


No. 53604, Length 23 Inches 


SELL ILLUMINATION 


—NOT LIGHT 


EOPLE today want results—not causes. If they go 
P to a lighting company for electric light, they ex- 
pect to pay for illumination, not kilowatt hours. 
RaAAG Conneaut Tungsten Luminiers are illumina- 
tion units. ‘They give the greatest possible amount 
of useful illumination properly distributed. They are designed 
by an eminent Illuminating Engineer, to supply the demand 
for correct tungsten fixtures. 
Conneaut Tungsten Lumiaters are packed one ina 
box, ready wired, complete with Holophane Reflectors and 


Tungsten Lamps, and can be assembled and installed by a 
novice. 
































WRITE FOR BULLETIN 


The Cleveland Gas and Electric Fixture 
CONNEAUT, OHIO Company Craftsmen in Art and Science 


In writing to advertisers, mention ‘‘Selling Electricity.’’ 
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‘ace to Face with 


)PPORTUNI tie 


Electricity controls more trades, directs more men, offers more 
opportunities, than any other power that man has yet discovered. 
A knowledge of electricity makes those opportunities yours. It opens to you new fields, 
gives you new ideas, keeps you abreast of the times. You can get that knowledge by 
home study, during your spare time, from the 


CYCLOPEDIA or APPLIED ELECTRICITY 


NEW SIX VOLUME EDITION JUST OUT 








5,000 Pages, 7x10 Inches, Bound in Half Red Morocco. 500 New Pages — Innumerable New Ideas. 





Treats in detail every practical, up-to-date electrical appliance. Every subject mentioned below presents a 
new opportunity; every page tells you how to grasp it and profit by it. It is written so simply and clearly, and 
is so comprehensive and authoritative, that you will find it full of opportunities for you, whether you are 
already an expert electrician, or a young man just learning a trade. 

Each section is written by an expert, illustrated by special drawing, diagram or photograph, simplified by 
tables and formulas, proved by practical test questions, and carefully indexed forready reference. Tointroduce 
our correspondence courses, from which the Cyclopedia was compiled, we make this special 30 day offer. 


$18.00 Special Price Regular Price $3600 


Ge «Absolutely FREE for 5 days’ examination. Sent,express pre- 
paid, on receipt of Coupon. If you want the books, pay us $2 within 
5 days and $2 a month until you have paid the special price of $18.00; otherwise return them at our expense. 
e employ no agents to annoy you. 


iene Some of the Subjects Treated 


6-08 Electrie Wiring — Eleetrie Bell Wiring — Eleetrie Telegraph — Wireless Telegraphy lelantograph — Theory, Caleulation, 
A.S. of C. Design and Construction of Generators and Motors—Types of Dynamos and Motors—Elevators—Direet Current Motors 
Direct-Driven Machine Shop Tools—Eleetrie Lighting, ineluding Are and Ineandescent Lighting—Nernst Lamp, Cooper- 
Cyclopedia of Hewett Lamp, Osmium Lamp, Ete.—Eleetric Railways, including Third-Rail System, Multiple-Unit Control, Eleetro- 
Applied Electric- Pneumatic Control—Alternating Current Motors, Ete.—Single Phase Eleetrie Railway—Eleetrie Welding—Mereury 
ity for FREE ex- Vapor Converter—Management of Dynamos and Motors, including the Location and Remedy of Troubles, such 
) as Sparking at the Commutato., Heating, Ete.—Power Stations—Central Station Engineering—(Central Station 

Design—Storage Batteries, ineluding Charging and Discharging, Troubles and their Remedies, Tests for 

Impurities, Ete.—Power Transmission— Alternating Current Machinery, including Alternating Current 

») Generators—Synehronous Motor, Induction Motor, Transformer, Rotary Converter, Frequency Changer 

Ete.—Telephony, including Instruments, Lines, Exchanges, Common Battery Systems, Operation, 

Maintenance — Automatic Telephone — Wireless Telephony — Telephone Line Protection—Teleg- 
raphone, Ete. 


SMAI EK. AMERICAN SCHOOL OF CORRESPONDENCE 
ibicact accel ; DIV. 183, CHICAGO 


Please send 


amination. I will send 

$2.00 within five days 
and $2.00 a month until I 
have paid $18.00; otherwise 
I will notify you to send for 
the books. 





Name 


In writing to advertisers, mention ‘‘Selling Electricity.’’ 
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Are you putting plenty of enthusiasm into 
the fan proposition, or are you waiting for 
them to sell themselves? 


Have you a variety of sizes on display, or 
do you try to sell the same fan to everyone? 


Here is a fan specially adapted to small 
rooms, where the 16-inch model 1s _ too 
powertul. 


There is a bigger market for an efficient 
small fan than for a large one. 


Think it over and write for Bulletin 1105. 








Fort Wayne Electric Works 
‘‘Wood’’ Systems 
Fort Wayne, Indiana 
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